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Rou sh Proofs 


Four hundred and forty-eight 
AA readers sent in their ranking | 
of the dozen ICS mail-order ads | 
annually presented for their con- 
sideration. Who said interest in 
contests is slowing down? 

, F F 


National Noise Abatement Week 
is set for April 28 to May 4, and 
during that period vociferous pub- 
licity men are expected to keep 
their typewriters covered. 
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DWAY FOODS + cher aso nt . 948 


ae is coda = 


NEW LABEL—National Brands Sales 
Corp., Chicago, has created this Frosty 
Fresh brand label for its contemplated 
Washington suspects, but says frozen foods sales program. The food 
t doesn’t know, that the govern-| item, in a light panel, stands out 
ment has a big paper surplus against a deep blue background. 

tucked away in the warehouses. 
Here’s an important investigation 


Honest Harold Ickes might get Picketing Bears, 


his th into. 
Nylon Mobs Start 
The way publishers are Postcard Protest 


scrambling for paper at present, 
the rationing period enjoyed dur-| 
ing the war years may soon be|the blessing of 
referred to as the good old days. 


, vv F 


many hosiery 
/'manufacturers who have supplied 
|him with quantities of nylons to 
|go on sale here Saturday, Samuel 
L. Feldman, president of Town 
Shops, Inc., is launching a drive 


“How in Sam Hill can you meas- 
ure the things which count most in 
a newspaper?”. exclaims the In- 
dianapolis News. 

Well, the Continuing Study says 
the comics rank pretty high. 

> £9 | 


‘test the hosiery shortage. 

| Masterminded by Mr. Feldman 
and his advertising agency, Force, 
Wrigley starts gum shipments to (Continued on Page 67) 
iobbers, the news item says, and 


CED Research on 
‘Jobs and Markets’ 
Belies NAM Stand 


Finds Price Control 
Necessary ‘Til 1947 
for Stable Economy 


33 Middle-Size Agencies 
Do $230 Million Volume 


Several Agencies Added to $5-$10,000,000 
Billings Group as Volume Expanded in 1945 


(Copyright, 1946, by Advertising Publications, Inc. Reproduction in 
whole or in part expressly prohibited without written permission, ] 


By LAWRENCE M. HUGHES 


New York, Feb. 28. 


At least 35 advertising agencies each had 


New York, March 1.—The Com- billings of from $5,000,000 to $10,000,000 in 1945, and their com- 


mittee for Economic Development 
issued today a report by its re- 
search committee recommending 
a national policy that differs 


|sharply from that advocated by 
| the National Association of Manu- 
|facturers in its $200,000 advertis- 
|ing campaign. 


The CED research study recom- 
mends a national policy including: 
Extension of price controls until 
June 30, 1947; strengthening of 


Paterson, N. J., Feb. 28.—With| monetary and fiscal pulicies dur-| 


ing the period of price control so 
that, when price control ends, 
monetary and fiscal policies may 


‘be used for economic stability; | 
|maintenance of existing tax rates 
/with a balanced budget at those | 
‘to get consumers to mail 15,000,- rates in 1946-47; and the control| of promotion. 
| 000 postcards to Congress to pro-| of the continuing expansion of our | 
|already huge money supply. 


The report, “Jobs and Markets: 
How to Prevent Inflation and De- 
(Continued on Page 60) 


eustomers should shortly be able 
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ca 0" Satine: Trade Groups Ad, Public 
Chew.” 
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being made today.” 
Frankly, are you 
competitors agree? 
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1946 Promotion Will 
Exceed $20,000,000, 
'AA' Survey Discloses 


sure your 


| 
Franklin S. Allen says the mar- 
ket for air transportation is mass, 
not class, and adds that some TWA By JOHN B. MILLER 
customers live in boarding-houses.| Chicago, Feb. 28.—Industry- 
You can’t tell these days where | wide promotion activities—exclud- 
soaring aspiration may be gel-/ing the advertising of cooperative 
minating. grower organizations as well as 
\the advertising of tourist and 
Jay Egan is leaving the New| travel bureaus, chambers of com- 
York Times for the Toledo Blade.| merce, etc.—will hit an all-time 


ek, 


Sooner or later, they say, the peak this year, with the total ad- | 


rush for the 5:15 gets the boys/|vertising and public relations bill 
from the Middle West down. |for this group reaching or exceed- 
vw? ing $20,000,000. 
The unprecedented size of the 
1946 trade association promotion 
bill was disclosed by an ADVERTISING 
. , : AGE poll of several hundred nation- 
hong ag ge pa thesenys Bag |al and sectional trade groups. Of the 
le story get, sa | 150 who sent in replies, more than 
m ’ half—78—plan to engage in some 
_phase of public relations during 
‘Coming Conventions” is again|the year, and approximately one- 
an important feature of AA edi- 
tor'al content, and the media boys | 
are already laying in a big sup- 7 
of Bromo-Seltzer and  sup-| War ads done prior 
nate of soda. 
vy v 


Ford Motor Company has or- 
janized a group of talented young 
nen to assist in improving in- 


7 wee 


to war... See ‘Voice 
of the Advertiser,’ Page 
40. Other features: 


Ad-libbing 12 
Admen Coming Back 46 


here’s a time in most women’s 
”* whispers Secrets, “when 
fulfill the destiny of Ameri- 
womanhood.” 


u mean when they get the Coming Conventions 55 

ns, the cosmetics and the fur | Editorials 12 
they’ve always wanted? Feature Page 33 
vv? | Getting Personal 30 

; | Information for Advertisers 12 

Joe DiMaggio starts hitting | j_7 Washington 41 
hone runs at the training camp, | Obituaries 27 
spring be far behind? | Photographic Review . 65 

| Private Lines i 

Copy Cus. Rough Proofs | 


| third—46—have plans for adver-| 


tising. 
Although many 


or unwilling to supply definite 
budget figures, 32 of the reporting 
150 told ApverTIsING AGE that 
they will invest $8,613,200 in ad- 
vertising this year, and in addition, 


had not yet) 
completed plans and were unable 


Radio Shows Continue 


bined billings probably rose $30,000,000 from 1944 levels to about 
| $230,000,000, ADVERTISING AGE estimates from data obtained from 
The total volume of these 
sQGe " ' _middle-size agencies, however, 
Millin Giants | was only a bit more than one- 
third of the $630,000,000 estimated 
for the 26 largest agencies for 
1945 (AA, Jan. 21) and their 
|combined increase was less than 
Minneapolis, March 1.—It be-| ™&ted for the other group, 
came reasonably clear here this | In fact, the total increase of all 
‘Week that while the new federal|#8encies in the $5-$10,000,000 
of hundreds of flour products and | Combined gain in 1945 of the five 
‘cause plenty of headaches, it will| !@™8est agencies alone—J. Walter 
not result in serious curtailment; Tompson Company, Young & 
On Wednesday, Philip W. Pills-|‘€", Barton, Durstine & Osborn, 
‘bury, president of Pillsbury Mills, | "4 McCann-Erickson, 
wired major grocery buyers that | 
Emergency Enriched Flour” has; Despite declines in billings by 
been worked out, “featuring prom-| several, the number of agencies 
inently the Pillsbury name,” and/ listed for this bracket is a half- 
Pillsbury’s Best will be “adver-|summary a year ago, for 1944. 
tised aggressively.” | Doherty, Clifford & Shenfield and 
Lambert & Feasley, for example, 
Yesterday General Mills re- | 000,000 mark. So, apparently, is 
affirmed its intention, previously re-| Ward Wheelock Company. Others, 
maintain its radio programs, and to) Abbott Kimball Company, and 
cut its other advertising only|J. D. Tarcher & Co.—not listed 
‘slightly, if at all, on Gold Medal! last year—are now included. J. M. 
changes to “All America Enriched | group, above $10,000,000. On the 
Flour.” Sectional GM flour brands other hand, several that were 
will get new sacks and new names, listed last year do not appear in 


‘leading executives of these companies. 
Ads to Continue 
half of the $80,000,000 gain esti- 
| grain order will change the names| racket probably was less than the 
Rubicam, N. W. Ayer & Son, Bat- 
a new sack design for ‘“Wheat| Newcomers Listed 
that the temporary substitute for|dozen larger than in a parallel 
,are now definitely above the $5,- 
ported by ApverTIsING Ace, to|such as Joseph Katz Company, 
flour, except to make the necessary | Mathes, Inc., moved out of the 
also. One will become 


(Continued on Page 57) (Continued on Page 67) 


Last Minute News Flashes 


Lever Bros. Launches Campaign for Spry 


campaign for Spry using the theme “With Cake Improver” in Good 
Housekeeping, Ladies’ Home Journal, McCall’s, This Week, Woman’s 
Home Companion and in newspaper Sunday supplements and Puck— 
the Comic Weekly. Newspapers will also be used on a flexible sched- 
ule. Ruthrauff & Ryan, New York, is the agency. 


Yes’ Tissues to Start National Drive in June 
Milltown, N. J., March 1.—Personal Products Corporation will begin 
trade advertising of a new product, “Yes” tissues, in April and will 
launch a national magazine campaign in June. The consumer drive 
will use Good Housekeeping, Ladies’ Home Journal, Life, McCall’s, 
Fawcett and Macfadden women’s groups and the Dell Modern, Ideal 
and Hunter screen groups. The product features a new package, with 

an enlarged opening at the top. N. W. Ayer & Son is the agency. 


John Young Named Gorham Ad Manager 

Providence, R. I., March 1.— Lt. Comdr. John P. Young, now on 
' terminal leave, has been named director of advertising and sales pro- 
motion of The Gorham Company. He formerly directed advertising 
a Gruen Watch Company and Armstrong Cork Company. 


‘Munising Paper Names Tatham-Laird; Office Opened 
Chicago, March 1.—Munising Paper Company, Chicago and Muni- 
sing, Mich., has placed its account with the newly organized agency 
of Tatham-Laird, Inc. The company is developing and test market- 
ing a series of consumer specialties made from paper, including Silver- 
Sheets, a silverwear polisher now approaching national distribution; 
Duo-Dustin sheets, a dust cloth substitute; and Marvalon, a new 
plastic fabric suitable for kitchen and bathroom drapes, shelves, table 
‘tops, etc. Tatham-Laird today is occupying quarters in the Conway 
building, 111 W. Washington St. 
(Additional News Flashes on Page 67) 


“King| this year’s tabulation. 


Most of the $5-$10,000,000 agen- 


|cies are nearer the bottom of the 


| bracket. 


Among those that 


| billed $7,500,000 and more in 1945, 


however—several of which ex- 


Cambridge, Mass., March 1.—Lever Bros. Company has begun q| pect to reach $10,000,000 in 1946— 


are Brooke, Smith, French & Dor- 
rance, Buchanan & Co., Leo Bur- 
nett Company, Federal Advertising 
Agency, Geyer, Cornell & Newell, 
Grey Advertising Agency, Duane 
Jones Company and Roche, Wil- 
liams & Cleary. 


Listed Alphabetically 


Because executives of some of 
the middle-size agencies declined 
to reveal billings figures, and a 
few failed even to indicate whether 
or not their agencies rated inclu- 
sion in this bracket, AA has done 
some “guesstimating” for this al- 
phabetical list of $5,000,000 to 
$10,000,000 agencies: 

Botsford, Constantine & Gardner 

Bozell & Jacobs 

Brisacher, Van Norden & Staff 

3rooke, Smith, French & Dorrance 

Buchanan & Co. 

Leo Burnett Company 

Caples Company 

Cockfield, Brown & Co. (Canada) 

Doherty, Clifford & Shenfield 

Federal Advertising Agency 

Gardner Advertising Company 

Geyer, Cornell & Newell ; 

Grey Advertising Agency 
(Continued on Page 36) 
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Cowles Sr. Dies 
on 85th Birthday 


Des Moines, March 1.—Gardner 
Cowles Sr., publisher of the Des 
Moines Register and Tribune, died 


for 52 Weeks, but 


,a third son, Russell, a painter inj WINS, New York (AA, Feb. 25). 


Warwick & Legler, New York, is 
the Pabst agency. 

P. Ballantine & Sons, Newark, 
Pabst Keeps Kaye has not yet reached a decision on 
continuing “His Honor, the Bar- 
ber” on NBC, and the show may 


New York, and three daughters. 


is i i « ' 
a last night on his 85th Giants Deal Pends 


At one time a school superin- Chicago, Feb. 28.— Pabst Sales 
tendent, Mr. Cowles spent 20 years | Company is renewing “The Danny 
in the investment and banking| Kaye Show” on CBS for 52 weeks, 


be sold to another sponsor by 
J. Walter Thompson Company, 
which owns it, if Ballantine de- 
cides to curb promotion because 
of the grain shortage. 


Advertising Age, March 4, 94 
Admen, Business 


Leaders Consider 


AFRA Fears Effec 
‘Save Food’ Drive as Anti-Petrillo 
ing men and business leaders who Bill Mayas Ahead 


information programs were heavily 


represented on a committee of| Washington, Feb. 28.—A majo; 


business before beginning his pub- 
lishing career in 1903 with pur- 
chase of control of the Register & 


Leader, then a morning paper with | 


14,000 circulation. He bought the 
afternoon Tribune in 1908. 


effective March 22, dispelling ru- ee oe 

mors that, because of the govern-| Grant Elects Mitchell 

ment’s grain order, the brewer) w, Robert Mitchell, account ex- 

would curtail its advertising by | ecutive of Grant Advertising, Inc., 

cancelling the Friday evening half-|has been elected vice - president 

hour program. jand general manager of the 
Still pending this week, how-|agency’s New York office. Mr. 


prominent citizens, headed by for- 
mer President Herbert Hoover, 
meeting with President Truman 
this weekend to map a campaign 
to reduce consumption of food in 
this country. 

To supplement the compulsory 
government rules which have al- 


parliamentary obstacle facing the 
anti-Petrillo bill was swept dside 
today as the measure by-passed 
the hostile Senate labor and edy- 
cation committee, and went 4dj- 
rectly to conference without fur. 
ther hearings or debate. 

While conferees can still kjj] 


42 Years as Publisher ever, was Pabst’s contract with 
In his 42 years of publishing, the New York Giants to sponsor 
Mr. Cowles greatly extended his|all the team’s home games on 
interests in the field. One son,] WMCA, New York. Pabst is re- 
John Cowles, is president of the! ported to have signed the con- 
Minneapolis Star-Journal and tract, but is withholding decision 
Tribune, and Gardner Jr. is presi-|on the deal for the present. 
dent of the Register and Tribune,| In April, with General Cigar 
of Look and of the Cowles Broad-' Company, New York, Pabst will 
casting Company. Mr. Cowles is co-sponsor all 1946 baseball games 
also survived by his widow, Flora; of the New York Yankees on 


Mitchell has been handling the ac- 
counts of American Chicle Com- 
pany, Ronrico Corporation and 
Florists’ Telegraph Delivery As- 
sociation. 


Dore to Shappe-Wilkes 


Robert M. Dore, for the past four 
years an agent with the FBI, has 
joined Shappe-Wilkes, Inc., New 
York, as head of research and 
merchandising. 


ready hit a big section of the food|or emasculate the Lea bill, its 
industry, the committee is dis-| prospects brightened considerably 
cussing methods of mobilizing) when the Senate accepted the all. 
public support for conservation | inclusive House version as a com- 
efforts reminiscent of the “Hoover-|panion to a milder measure 
| izing” of World War I. | adopted in the upper chamber last 
| In addition to the “gray” flour | year. 

‘rule, and blackout on the pro-| A second development indicating 
‘duction of liquor, the compulsory | Sympathy for the stronger bill in 
restrictions are extending into the| conference was the fact that Sen- 
fat and vegetable oil field. With| ate conferees come from the Com. 
quotas for shortening, salad and|merce committee, and include a 
cooking oil producers reduced to| number of members who have ex- 
'88% of base period use beginning | pressed their disgust with Petrillo 
April 1, the voluntary proposals | methods. 


may take the form of ‘“‘wheatless’”’ | - 
days and similar self denial. | FEAR BILL'S EFFECT ON 
m , RADIO ACTOR CONTRACTS 

oung on Committee | New York, Feb. 28.—Enactment 

Included on the committee of | of the Lea bill would, in addition 
13 with Mr. Hoover are James W. | to curbing the activities of Petrillo, 
Young, chairman of the board of! invalidate many phases of current 
\the Advertising Council; Justin) collective bargaining contracts 
| Miller, president of NAB; Clar-|such as those held by the Ameri- 
ence Francis, chairman of the|can Federation of Radio Artists, 
board, General Foods; Henry R.| Emily Holt, national executive sec- 
Luce, publisher of Time, Life and |retary of AFRA, told AA today. 
Fortune; Dr. George H. Gallup, the} Mrs. Holt said that in the wave 


Ps 
Snow § Clam Chowder and Fish 
Chowder steam with piping-hot good- 


ness at meal-time in the healthy Hart- 


ford market area, 


where 


local retailers who value Courant in- 
fluence so highly that they have in- 
creased their advertising in it by 58% 


Courant during the last six years. 


advertising consistently nourishes the 


sales and reputations of countless other 


fine foods. 


THE HA FORD 


Placing space through Daniel F. 


Sullivan Co., and distributed by Daniel 
Mordecai, Snow keeps company with 


A CONNECTICUT INSTITUTION 


Ouraht 


SINCE 1764 


Gallup Poll and Young & Rubi- 
cam; Eugene Meyer, publisher, 
| Washington Post; Eric Johnston, 
U. S. Chamber of Commerce, and 
motion picture producers and dis- 
|tributors and representatives of 
|important civic groups. 

| The committee, which probably 
| will select Chester W. Davis, for- 
|mer war food administrator, as 
‘its chairman, is expected to pro- 
vide over-all direction for the na- 
tional food conservation § effort, 


|which will enlist heavy national | 
advertising support, including ma-| 


terial already in preparation at 
the Office of War Mobilization and 
'the Advertising Council (AA, 
Feb. 18). 


Block Booking 


Hit by Supreme 


Court Decision 


| Chicago, March 1.—An upheaval 
in the distribution of movies 
seemed imminent here this week 
following a Supreme Court deci- 
/sion Monday awarding $360,000 
damages to a neighborhood movie 
which had claimed that discrim- 
inatory booking policies had hurt 
its business. 

Defendants in the suit, charged 
with refusal to grant the theater 
first run pictures, were R-K-O 
Radio Pictures; Loew’s, Inc.; 
Twentieth Century - Fox; Para- 
mount, and Vitagraph. As a result 
of the decision, attorneys for the 
Jackson Park Theater, the com- 
plainant, announced that they will 
seek a federal court order to per- 
mit any movie theater to bid com- 
|petitively for movies, in contrast 
to the present block-booking prac- 
tices, which usually restricts first- 
run showings to a small group of 
bigger houses. 


Levy Tax for Civic Ads 
An ordinance has been passed 

by the San Antonio city council 

creating a municipal advertising 


commission and levying a munici-| 


pal tax designed to provide ap- 
proximately $100,000 annually for 
civic advertising. Members of a 
board that will formulate a pro- 
gram of national advertising are 
Arthur E. Biard, chairman; Jack 
White, vice chairman, and Leroy 
Swartzkopf, secretary. 


of popular anti-Petrillo sentiment 
'many legislators had overlooked 
| the fact that the legislation would 
\strike a body blow at all radio 
‘unions. She revealed that AFRA 
‘had sent to every Congressman a 
|letter expressing its opposition to 
'the bill, and expressed surprise 
that—in view of the fact that she 
j;had received almost 40 replies— 
statements should have been made 
/on the floor of the House that no 
| labor union opposed the bill. 

| The letter said that “This bill, 
if enacted into law, will impair 
existing lawful collective bargain- 
ing which this union has had on 
behalf of its membership with 
network companies, independent 
stations and advertising agencies 
‘for more than seven years. Both 
the union and the industry have 
lived up to the terms of these 
|agreements and the proposed leg- 
islation will impair our present 
'and future lawful rights of col- 
| lective bargaining.” 

| 

| Deplore Petrillo Alignment 


| Privately, members of AFRA, 
| the Radio Directors Guild, and the 
| Radio Writers Guild of the Authors 
| League of America, all expressed 
regret that anti-Petrillo sentimen' 
had been extended to include thelr 
organizations and that, in oppos:ns 
the Lea bill, they were presum 
aligning themselves with Pet 
/These individuals point out 
'they would prefer never to bec: ™¢ 
‘identified with the AFM in 
connection, even self-protecti 

| AFRA represents all non-m *'- 
cian performers, including ac’ "S; 
singers, announcers and soun< 
fects men. Since the scope 
AFRA performers’ engagemen 

| usually much broader than t 
of writers and _ directors, 
Authors League and the R 
Directors Guild are affected 
directly. 


| 


Industrial Marketers 
Celebrates 10th Year 


Industrial Marketers of 
Jersey will celebrate its 10th a 
versary on Wednesday, Marc! 
at the Essex House, Newark. 
program will include both < 
noon and evening sessions, fea 
ing “The March of Market 
What’s New in Industrial Ac 


tising.” 
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. /N. W. Ayer & Son, Philadelphia. 
Equitable Names Welch |The directory also reveals that the 


Vincent S. Welch, with Equitable | total circulation for weeklies is at 
Life Assurance Society of the|a new high. 
United States, New York, since} Sa 
1929, has been named vice-presi- | 
dent in charge of agency and sales Ogden Newspapers . 
operations. ‘Name Bogner & Martin 
per ama es | The 11 Ogden newspapers of 
a . . West Virginia have named Bog- 
Dailies Circulation Up iner & Martin, New York and Chi- 
Total circulation of all daily |cago, as national representative. 
newspapers in the United States| The newspapers include the In- 
has risen to a new high of 48,757,-|telligencer-News-Register, Wheel- 
110, according to end-of-1945 fig-|ing; Sentinel, Parkersburg; Times- 
ures in the 1946 directory of news-|West Virginian, Fairmont; _ Jour- 
papers and periodicals, issued by|nal, Martinsburg; Journal, 


Moundsville; Times, Weirton;,Hopper Company, New York 
News, Welch; News, Williamson; | agency. 
Inter - Mountain, Elkins; News, 


Hinton, and Register, Point Pleas- Krangle Appoints Ellis 


ant, William Krangle & Co., manu- 
‘facturer of men’s and_. boys’ 


LaBeaume to Hercules ‘trousers, has appointed Ellis Ad- 


. |vertising Company, Toronto, to 

E. I. LaBeaume, formerly editor |} andle ts sdvartiniag. 
of “Explosives Engineer, pub- | 
lished by Hercules Powder Com-|, . ‘ a 
pany, Wilmington, Del., has been Joins Beacon-Herald 
named manager of the industrial Ronald Judges, formerly with 
advertising division of the com-|the Toronto Evening Telegram, 
pany’s advertising department. He|has been appointed national ad- 
succeeds Frederick E, Schmitt Jr.,| vertising manager of the Beacon- 
who resigned to join Schuyler | Herald, Stratford, Ont. 


OUNDED as an “advocate of internal improve- 

ments” over a century ago, Railway Mechanical 
a today, as a result of the ever-increasing spe- 
cialization of railway activity, is devoted to the specific 
interests and problems of the railway mechanical 
officers. These are the men who select and specify the 
products used in the design, construction, maintenance 
and repair of more than 42,600 locomotives, over 
1,900,000 freight cars and 38,600 passenger cars, and 
in the equipping and operation of some 3,000 important 
shops and engine terminals. 


It is the only publication that is devoted exclusively 
to this branch of railway activity, which was responsible 
for expenditures of an estimated $1,800,000,000 in 1945 
for maintenance of equipment. Its subscribers include 
practically all the key administrative mechanical officers 
on the railroads. 


These men include the superintendents of motive 
power, master car builders, mechanical engineers, elec- 
trical engineers, shop superintendents, master mecha- 
nics and foremen. They not only specify the products to 
be bought, but are responsible for securing maximum 
performance. [t is important that they have a good un- 
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Pioneer’ Business Paper 


Started in 1832 
Serves Railroads’ 


Vast Mechanical 
Department 


derstanding of your car, locomotive and shop products. 


Editorially, Railway Mechanical Engineer deals with 
the technical and practical problems involved in the de- 
sign, construction, operation and repair of rolling equip- 
ment, and the organization, operation and equipment 
of locomotive and car shops. It also features electrical 
developments applying to the mechanical department. 


The Railway Mechanical Engineer represents a direct 
link between you and the men who are responsible for 
seeing that your products “do their stuff” in actual 
service. It is a member of the four Simmons-Boardman 
specialized railway publications — each of which enables 
you to reach a particular group of key railroad men 
without waste. For further information regarding Railway 
Mechanical Engineer, and its three associated publica- 
tions, write to our office nearest you. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N.Y. 


105 W. Adams St., Chicago 3 Terminal Tower, Cleveland 13 
National Press Bldg., 300 Montgomery St., 
Washington 4, D.C. San Francisco 4, Cal. 


530 W. 6th St., Los Angeles 14, Cal. 1038 Henry Bldg., Seattle 1, Wash. 
4518 Roland Ave., Dallas 4, Texas 
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Investment Firm | 
Doubles Profit, | 
Ups Ad Budget 20 


New York, Feb. 27.—The inve:t- 
ment firm of Merrill, Lynch. 
Pierce, Fenner & Beane, which 
spends more than any company 
in its field for advertising, doubled 
its profit for the year ending Dec. 
31, 1945, and increased its adver- 
tising expenditure for the year by 
about 20%. 

Net income for the _ year 
amounted to $8,834,063 compared 
with $4,483,576 in 1944. To sup- 
ply information to customers and 
other investors, the firm spent 
$1,300,000 on research, surveys and 
reports, and advertising. Adver- 
tising in newspapers during 1945 
was $245,300 and in magazines, 
$91,434, or a total of $336,734. In 
1944 the company spent $194,154 
in newspaper advertising and $75,- 
622 in magazines, or a total of 
$269,776. The company places its 
advertising through Albert Frank- 
Guenther Law, Inc. 

Of the firm’s total income last 
year, 64.5% was earned from com- 
missions for the purchase and sale 
of listed securities, 14% from un- 
derwriting and transactions in un- 
listed securities, 7.8% from com- 
missions on commodity transac- 
tions, and 13.7% from interest and 
other miscellaneous sources. The 
company completed 1,186,400 tran- 
sactions in securities for its cus- 
tomers at an average commission 
of $16 per customer. Winthrop H. 
Smith, a general partner, estimated 
that 30,000 new accounts were en- 
tered on the books last year, and 
that 60,000 ledger accounts were 
sent out each month. 


1946 Ayer Cup Awards 
Open to All Dailies 


The 16th annual exhibition of 
newspaper typography, , conducted 
by N. W. Ayer & Son, will be held 
in Philadelphia early in April, the 
agency announces. All English- 
language daily newspapers in the 
United States are eligible to enter 
the competition for the F. Way- 
land Ayer cup. A new cup will 
be awarded this year, the previous 
one having been won three times 
and consequently on a permanent 
basis by the New York Herald 
Tribune. 

Four certificates are awarded in 
addition to the cup, in four classi- 
fications: Papers of more than 
50,000 circulation; from 10,000 to 
50,000 circulation, less than 10,000, 
and tabloids, regardless of circu- 
lation. 


Appoints Marty 

“ Joe Marty, formerly with Ziff- 
Davis Publishing Company, Chi- 
cago, has been named managing 
editor of Electronic News, Chi- 
cago. Harry Brown, formerly of 
American Aviation,, New York, 
and Charles Farrell, formerly wit! 
Radio, New York, have been ap- 
pointed to represent the magazine 
in the midwestern and New York 
territory, respectively. Electronic 
News is now being reorganized ‘ 
a corporation. 


To Atherton & Currier 


John G. Wallace, formerly 
the merchandising department | 


Spitzer & Mills, Toronto, hi 
joined Atherton & Currier as mal 
ager of the Toronto office. 
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| Setter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 
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Universal Names Fisher 


37 Makers Plan 


Stanley G. Fisher, recently in | 


the Navy, and previously sales de- 131,175 Prefab 


velopment manager of the laundry 
equipment department of Westing- . ’ 

house Electric Corporation, Pitts- Houses In 46 

burgh, has been appointed sales New York. Feb. 28.—Thirty- 


manager of a newly-established | ; ogee a : ; b 
dishwasher division of Landers, | S°V€" prefabricators will produce 


Frary & Clark, New Britain, Conn,,|@9 estimated total of 131,175| 


maker of Universal household | houses in 1946, Prefabricated 
equipment. Homes points out in summarizing 
a the results of a survey in its 

. |January issue, publication of 
Appoints Kelly, Nason | which was delayed until this 
United States Envelope Com-| month. 
pany, Springfield, Mass., has ap- 
pointed Kelly, Nason, Inc., New 
York, to handle advertising of its 
Kellogg division. A campaign in 
business papers and class maga- 


The survey is based on a ques- 
tionnaire sent by the magazine to 
200 prefabricators, 50 of whom 
| provided sufficient information to 


zines will be launched soon to pro- |be included. Sixty-four per cent} the sites in panel form. 


|the survey was completed in De-|expediter, announced a program 
/cember, 1945. calling for erection of 850,000 per- 
In 1947 the prefabricators ex-| manent prefabricated homes in 
|pect to expand annual production.|1946 and 1947. Prefabricated 
| Thirty-three plan annual produc-|Homes points out that “the fig- 
ition of 165,275 houses after this|/ures in this survey do not repre- 
| year. sent the capacity of the pre- 
fabricators answering but merely 
|the number of houses” which this 

Eighty-two per cent will pro-|Segment of the industry “could 
duce houses in the $2,000-$3,500 | Teasonably expect to produce and 
lprice bracket, and 63% in the market in view of the shortage of 
' $4,500-$6,000 bracket. Most of materials and other conditions. 


Will Employ Dealers 


them will market houses through | oot ae ea 

dealer organizations, and will have | F&SE&R Ups Archer 

a line with several models. The| Julian M. Archer, who has 
great majority will assume re-| handled art work on various ac- 
sponsibility for the erection of |counts for Fuller & Smith & Ross, 
houses, and will deliver houses to) yd * ce oo sig 
|Chenault, who has been named 


mote its Correspondence Ele-|°f the 50 said that they were in| Since the survey was completed, | art editor of the American Maga- 


A - } 
gancies personal stationery. 


|“partial production” at the time| Wilson W. Wyatt, federal housing | zine. 
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(The Neu Yorker offers reprints of this 


dvertisement to anyone who wishes to have them) 


Advertising Age, March 4, 14 
_ When Bett, Crockg talks abou: 


PRESSURE COOKING 


millions of women will listen! 


| 
| 
| 


| 


Beaty Croan 


How the Magic Metat Cover works 


TALKS TO TRADE—Although mate. 
rials shortages will prevent any real 
flow of General Mills home appliances 
to market before summer, the com- 
pany is busy impressing the value of 
the line on dealers, via this and simi- 
lar current copy in such publications 
_ as Retailing Home Furnishings and 
| Electrical Merchandising. 


Allen and Brown 
of Bristol-Myers 
Elected V.P.s 


| New York, Feb. 26.—Joseph M. 
|Allen and Robert B. Brown, as- 
|sistant vice-presidents on adver- 
tising activities for Bristol-Myers 
Company, have been elected vice- 
presidents of the company. 

Mr. Allen, with the company fo! 
25 years, has been in charge of 
Bristol-Myers advertising, direct- 
ing the company’s radio programs 
since 1925 when the “Ipana Trou- 
badors”’ first went on the air, Cur- 
rent Bristol-Myers shows he han- 
dles include “Mr. District At- 
torney,” ‘“Duffy’s Tavern” and 
Eddie Cantor on NBC, and the 
Alan Young program on_ the 
American Broadcasting Company. 
Mr. Allen also is a member of the 
board of the Broadcast Measure- 
|ment Bureau, and a member of 
ithe radio committee of the As- 
sociation of National Advertisers. 

Joining Bristol-Myers in 1936 as 
advertising manager, Mr. Brown 
directs market research for the 
company and has been an assistant 
| vice-president since 1939. Presi- 
ident of the Controlled Circulation 
| Audit, Mr. Brown holds executive 
| positions with the ANA, the Co- 
operative Analysis of Broadcasting 
‘and the Drug, Cosmetic and Allied 
Industries Committee. 


‘Bottlers’ Gazette’ 


Issues Reference Book 

The soft drink industry, through 
|its 6,000 plants, turns out an an- 
nual production valued at $445.,- 
250,060 (retail value, $800,000,000 ) 
and more than 1,200,000 retail out- 
\lets depend upon , bottled soit 
|drinks for a substantial portion of 
‘their income, National Bottle 
Gazette reports in a new referen 
|book, “The Story of Soft Drinks.” 

The industry provides employ- 
ment for between 80,000 and 100.- 
000 persons. The publication dis- 
|covered through a survey Col- 
i\ducted in September, 1944, that 
| the industry will spend close 
| $263,000,000 for plant expansio:, 
iplus $150,000,000 for machine 
land equipment. Copies of t 
|'booklet are available from Nu«- 
\tional Bottlers’ Gazette, 80 Bro 
St., New York. 
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PEOPLE WHO 
Vhink Checad 
READ COLLIER’S 


In fiction and feature articles, in complete editoria’ make-up, 
Collier’s appeals most to families in the age of acquirement 
... young enough to want the new and better things, old enough 
to afford them. Cash reserves of America’s families are at an 
all-time high, with a large percentage ear-marked to make 
wishful dreams come true. It may be new clothing or a new 
car, new household appliances or furnishings, better foods and 
health supplies, or any of a long list of miscellaneous items. 
The families who want these things are your partners in 
progress ... the brightest, richest, most forward-looking 
market in the world. 


for Action 


ADVERTISERS WHO 742224 head USE COLLIER’S 


A sale is being made because Collier’s, the connecting link, brought advertiser 
and customer together. Graphs, charts or impressive statistics of an exhaustive mar- 
ket study would, in the final analysis, prove no more than this—that there has been 
a meeting of minds through an effective medium! Two people who were thinking 
ahead—a reader and an advertiser—discovered a common interest over a page in 
Collier’s, the magazine that thinks ahead with them. All are partners in progress 
with an eye to the future of better things for more people. ‘““Keeping up with 
the World’’—as Freling Foster puts it—is a Collier’s credo. That’s why more and 


more advertisers are depending on the magazine of progress for action. 
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Coal Industry 
Urged to Unite 


in Postwar Battle 


Oil, Gas Threaten 
'Ruinous' Loss, NCA 
Warns Shippers 


Washington, Feb. 27.—In a 
brutally frank review of the solid 
fuel industry’s future prospects, 
the marketing committee of the 
National Coal Association has 
warned shippers that they must 
back up the sales efforts of retail- 
ers, or face loss of business to 
competing fuels “at a ruinous 
rate.” 

As the committee sees it, in the 
next 10 years the coal industry 
can either expand its market by 


|25. to 35 million tons a year or | fight this battle alone,” the ship- 


lose out completely in the compe- 
tition for installations in 10,000,- 
000 new homes. 


/pers’ group commented. 


To meet the problem, the com- 


|mittee outlined a vast dealer aid 


“We have all heard stories of|program, tying all elements of 
‘subdivision after subdivision being |the solid fuels industry, and re- 
‘constructed without a single home |lated equipment and contractor in- 
‘being equipped to burn coal,” the | terests, in a unified public relations 
/committee said. “If this happens | and advertising effort. 


with the new homes that will be | 


constructed in the lower price 
brackets in the next 10 years, we 
will have no one but ourselves to 
blame.” 

Competitors Get Help 


The marketing committee told 
NCA members that retail coal 


idealers feel shippers and whole- 


salers have been letting them 
down, while both oil and gas com- 
petitors are enjoying powerful 
ales promotion assistance from re- 
fineries and distributors. 

“Make no mistake about it, ship- 
pers of coal and coke are respon- 
sible until their products are ulti- 
mately consumed. We can no 
longer evade _ responsibility—we 


The plan will be discussed at 
the industry convention in Cleve- 
land March 14. 


‘Much to Be Desired’ 


“We must admit that merchan- 
dising methods throughout the in- 
dustry leave much to be desired,” 
the committee said. “Service and 
burning equipment are generally 
not good enough to maintain our 
position in the battle of fuels for 
home heating.” 

Theory of the plan is to build 
good will for coal by developing 
better service, building on “the 
50,000,000 adults who can _ be 
reached through the retail coal 
merchant and his service.” It in 


cannot expect retail distributors to |no way overlaps with the national 


,advertising of the 


Bituminous 
Coal Institute, staff members ex- 
plain. 


Four-Point Program 


Producers and retailers jointly 
on an industry-wide basis would: 

1. “Improve and standardize the 
retail sale, delivery and servicing 
of solid fuel; 

2. “Promote the use of better 
burning equipment and controls 
and provide for servicing such 
equipment; 

3. “Improve public opinion of 
coal and the coal industry through 
retail dealers, whose service and 
advertising strongly affect the 
thinking of all coal consumers. 

4. “Through these means to re- 
tain present and promote addi- 
tional business for domestic coal, 
particularly in the new home 
market.” 


Network of Service Groups 

Crux of the plan is a network 
of service or home heating organ- 
izations in large and medium-size 
communities, to work with retail- 


a 


&é> ila os 


CYCLOPS OF THE SKY 


You are looking at a striking example 
of America’s leadership in the air— 
the result of thirty-six years of progress 
in the art of making tires. 

This Goodyear giant, using nylon, 
and more rubber than any other tire 
ever built, is the biggest airplane tire 
in the world. It stands 9 feet, 2 inches 
high, weighs more than 1500 pounds. 


A pioneer in rubber, natural and 
synthetic, our client, The Goodyear 
Tire and Rubber Company, is also an 
experienced worker in fabrics, metals, 
chemicals, and plastics, and is con- 
stantly developing new products for 
the public. 


We have been associated with 
Goodyear for seven years. 


Advertising Age, March 4, 194 


ers on service and advertising pro. 
grams “even in the smallest com. 
munities.” 

Several full-time emplove; 
would be added to complete the 
“market promotion staff” of the 
National Coal Association here. 
but no single advertising agency 
would be retained for the over-alj 
program. A number of agencies 
might enter the picture, however. 
as state and local operator associa- 
tions work out promotion proced- 
ures. 

On a national scale, the associa- 
tion would concern itself with 
“standards” for this network of 
operating units, recommending 
market studies, training courses for 
personnel, delivery equipment and 
practices, promotion of modern 
heating equipment and advertising 
and publicity themes. 


‘Squeeze’ Is on Now 


Retailers are already attempting 
to fight back in many areas in an 
effort to protect the domestic 
heating market for solid fuels, the 
committee said. With these retail- 
ers calling on shippers for assist- 
ance on their local drives—some 
well planned, some -not so well 
planned—the committee pointed 
out the “squeeze” is already on 
shippers. 

“We shall have appeals for dif- 
ferent sums of money for many 
different purposes and in many 
different communities,” it said. “In 
a tight market the shipper cannot 
ignore these requests. The inevit- 
able results will be an impossible 
situation within the industry, and, 
unfortunately, with or without 
shipper aid, much time, effort and 
money will be used ineffectively.” 


Joint Drives Succeed 


Where shippers and dealers have 
already cooperated, particularly in 
the Missouri-Kansas area, the 
committee said, they have sold coal 
for heating of many new houses 
in the lower price bracket. 

In aiming for the lower price 
home market, NCA estimates that 
80% of the 10,000,000 homes that 
will be built in the next 10 years 
will sell for less than $8,000 and 
60% for $6,000 or less. 

These homes, NCA said, will be 
built for families earning less than 
$5,000 a year. “In 1940, 95.9% of 
all the families in the U. S. lived 
on incomes under $5,000 a year. 
In 1945, a year of swollen incomes, 
91.2% of all our families had an 
income under $5,000 a year.” 


Butler Joins Display 
Firm as N. Y. Manager 


Lee M. Butler, sales promotion 

manager of Esquire for the past 
two years, has been appointed 
New York man- 
ager of Display 
Corporae- 
tion, Milwau- 
kee, creator and 
producer of 
point - of - sale 
displays. The 
company is 
opening a New 
York office for 
sales and serv- 
ice to eastern 
advertisers. 
Mr. Butler 
formerly operated his own adver- 
tising business in Buffalo and (or 
10 years was sales manager of ‘ne 
Cleveland Shopping News. 


Lee M. Butler 


By management 
men of the Central 
West as the source 
of daily business 
news in the na- 
tion's greatest in- 
dustrial area 
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Let the weight represent sales volume. 
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The more pulleys there are in the 


——— 


blocks the easier it is for the man to lift 


the weight. 


The pulleys represent creative ingenuity. 
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YOUNG & RUBICAM, INC. 
ADVERTISING 
New York, Chicago, Detroit, San Francisco, Hollywood, Montreal, Toronto, Mexico City, London ae 
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10 
Form Wain & Baruch 


Sidney J. Wain, for five years 
with Publicity Consultants, New 
York, and Maj. Andre Baruch, re- 
cently released from the Army, 
have formed Wain & Baruch, Inc., 
public relations, at 37 W. 57 St., 
New York. Major Baruch will 
continue his radio activities. 


Studebaker in Canada 
Advertising for the Studebaker 


Corporation of Canada is now ap-| 
pearing in Canadian dailies for | 


the first time in four years. News- 
papers from coast to coast are 


Congress Action 
on Production 
and Prices Urged 


OPA Policies ‘Foster 
Inflation,’ Namm 


Tells U.S. Chamber 


carrying copy announcing the Sky- | 


|conference of the Chamber of 


Commerce of the United States 
here this week. 


“It is high time that our legis- | 
lators took the -matters in their | 
more competent hands,” Mr. Namm | 


emphasized. “We, therefore, urge 
each of you to join with those 


others who have the true interest | 


of the nation at heart in contact- 
|ing your legislators and requesting 
'that they declare the obtaining of 
production paramount to the main- 
tenance of existing price levels, 
and prescribe legislative standards 


Advertising Age, March 4, 1:46 


consumers for merchandise of! ance,” Mr. Potter said, “it is to 
every description.” OPA policies|me a matter of great regret tat 
“are prolonging the scarcity of|the United States Chamber of 


inflation,” he charged. 


goods and directly fostering price| Commerce sits on the fence éng 


| does not throw its influence on ‘he 


Speaking for Chester Bowles, side of the happiness and enduring 


_Zenas L. Potter, his special assist- | srosperity of our nation and its 
|ant in charge of Congressional re- | people.” 


|ered after World War I. 


lations, again referred to the infla- | 
|tion which the country encount- 
“Should 


Outlines WAC Program 
Lt. Gen. Edmund B. Gregory, 


| the American people be misled by | chairman of the War Assets Cor- 
| the advertisements of the National | poration, said that the “three main 
| Association of Manufacturers and | activities under our reconversion 
|join the leaders of the NAM whose | sales program are ‘Look-Buy’ 


‘to assure that price controls be ex- | heads are in the sand, they never | sales, where an entire depot or 


way Studebaker Champion. Roche, 


Williams & Cleary is the agency.| New York, Feb. 28—‘“We have | ercised . . . to secure maximum | would forgive the NAM for the| plant full of surplus property js 


‘reached the point where we must | production. 


' LENDARS! | |rely on the Congress for the fram- 
ey ee ‘ing of more reasonable and realis- 


said. 


Scarcities to Remain 


HART WRIGHT CO. 
Penn Yan. New York 


National Retail Dry Goods Asso-|wiil continve. But nothing will|such blind leadership. . . 


NASHVILLE... 
PRINTING center of the South 


Books, magazines, religious literature and all forms of print roll from Nashville 
presses—adding ten million dollars yearly to the value of industrial products 
made in this area . . . Printing is one of many well-established industries whose 
skilled workers make this one of the nation's most stable market areas for con- 
sumer goods . . . Retail sales, before the war years, were more than 350 million 
dollars annually, out of a spendable income of more than 800 million dollars . . . 


You will cover this rich sales area econonically over WSIX. 


NASHVILLE Foran || Tint i|||| TENNESSEE 


Hitt HH 
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\disaster that would follow,” he/|sold on the ground; ‘aircraft parts 


clearances,’ where aircraft parts 


“It would be a blow to public|are sold direct at the depot at 


‘tie standards on the entire prob-| He declared that “as long as confidence iin business leadership | which they are stored, and auc- 
We supply somgette anny fer ©. 5. and || j i 9 | cisti ici which would take years to wi tions 
foreign countries — Astronomical Mat- | lem of production and prices,’ OPA adheres to existing policies, y o Wape | eee 
ter, Weather Forecasts, Astrological |) Benjamin H. Namm of the Namm | production will be hamstrung and |out. Fortunately the ee Foremost among the ‘Look- 
) Fame ae, ae See store, Brooklyn, and president of | he present scarcity of merchandise | people show no signs of following | Buy’ sales is the current sale ‘on 


|the spot’ at Port Hueneme, Cal.” 


|ciation, told a national marketing | stifle the demand of 140,000,000} ‘With such issues in the bal- There about 4,000 items with a 


| total value of about $49,000,000, 
original cost, “‘will be sold on the 
spot to priority claimants and to 
regular trade purchasers, with spe- 
cial emphasis on getting building 
materials and supplies into speedy 


” 


use. 
Says Economy Endangered 


General Gregory pointed out 
that “government-owned property 
is becoming surplus at such a rate 
as to endanger our national econ- 
omy and the success of reconver- 
sion. 

Frederic R. Gamble, president of 
| the American Association of Adver- 
|tising Agencies, described the 
work of the Four A’s among 
agency personnel, in_ research, 
| “self-regulation,” and ‘“‘understand- 
|ing the importance of distribution 
and its activities to the economy as 
a whole.” He outlined the Four 
| A’s work with veterans (AA, Feb. 
|25) and in recruiting other quali- 
fied young people for agency work. 


‘School Board Journal’ 
Marks Its 55th Year 


With the March 1 issue, Ameri- 


can School Board Journal, busi- 
|ness paper serving the field of 
school administration and service, 
marks its 55th anniversary. 

The publication was started by 
Bruce Publishing Company, Mil- 
waukee, which now Issues three 
other business papers in the edu- 
cational field—Industrial Arts and 
Vocational Education, Catholic 
School Journal and Hospital Prog- 
ress; numerous technical, profes- 
sional and craft books, and a gen- 
eral line of fiction, biography, his- 
tory, etc. 


Heitzeberg Joins ‘Aim’ 


Horace G. Heitzeberg, formerly 
editor of Sporting Goods Dealer 
and more recently advertising 
manager of Marine Progress, has 
joined Aim as eastern manager. 
Aim is a sports world digest serv- 
|ing the industrial sports and rec- 
'reation field. 


; WSIX gives you all three; CANNOT BE SOLD 
3 | DE 
Market, Coverage, Economy — 

Concentrated Circulatio®! 
5,000 WATTS 92% of the Times 14,270 A’! 
circulation is home-carrier-de!'\- 
ee. ered with a 73% Bayonne fam:'y 
= 980 KILOCYCLES subscription. Get your story iro 
sy a majority of the homes -'* 

evenings every week. 

Represented Nationally by : 

od - == = THE KATZ AGENCY, INC. THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
Sales Representative: 
NEW YORK CHICAG® 
PI EA IN RC ROR AS NE 


; 7 ¥ ar 7h fn ane ~ - i il i fe eae /‘ Pres * 4 ves me . oe tS uw + by ae i = © iy Beh oF 2 eke re tae Ml 3) 
> oa. * ~ getic he a bs ee ad a . pes fs ; 2% 5: 3 ci f , . 3 sae 
£ e . ° 
a 
& 
< j 
as) j ee 
7 aan 
Seis : 
he 
a. 
ee _ssC(i(‘COSCSCOCtCtCSCCSCC—C—CS 
si a ee 
¥ = } F 4 
a 
: | Bd ) 
: 
ae ‘ 
$ 
; 
~ 
a : 
—=—_—_ | : 
q 
y & 
: Pe “ 
a a 
——— y “ 
a 
i 
aq 
i il ee PES Ry 3 ee ) eg Sa a igh The pies Se Segoe RES See \ at 
' C+ aaa om 2 - ee ee : a 
‘ a : * bas cs Pee pa ee Sis o a Saree eae e Poe Je p> Ses " ae pe: a 
: atl : Sn PC : cS) ers ee eae es. aa ge S 
: “/? ¥ 7 3 a ee ey —— oi ‘ - ee coe . 
Be | ‘a —_— i he, 5 7 es : Den) oa ae Tree rs 8 $ - y e Nos 7? - 
.* og ot ee i <a lrs F ie Se a : se ’ 7 
yo a ee BOB = Dt he a : = 
we oie ae Ars seeah coe ane a ee erly. a PC ee cme 
a 28 pe at : ee. wae Pit tp pet Fae © © - bs 
. ‘es, tee ae ng ue fea “ge Sa ' ; aN ial 
» Ge ae ie en. —. ee : fe Ss a 
: an Se Cee fee a ol [le 4 
> ee ix? ae ik > ns ¥ ‘ Bs é = 
$i hia des Pra . Ee oe 3 igs : 
“a ay 1 >. bros pm,’ ‘S Ecce & ‘ ite : ™ fan “em 4 
- i vf Be + : <e j » ae Ly 4 Tes is Se we: = ia ie ¢ 
a Petes Ff. pe ae 5. eet | 
Toi Jy’ Se Seoul = i ae Bek: | ea RRR EIS neg ones: = , ee “4 
ahaa ‘ be ore bee .. jin nt Cak roadie: gi, q 
a & ie. eee He, fy ae ei ee nee = a ; ee) H * 
= ot a. aa Salli Gt col Be? e tue Sa Ee i = on: Bea \ % | 
c eg pe Par “i Pe a 
oa ‘ ; * a " , : 
“ eee 4 mi > Om Pn he a aid ae i . sell mee i a ; oie" } . 
De asic tees ene Lae SSeS sg > ene 2 r ee “om * 
rm JO eae peewee Fc Fo — | ae ~s Ve. ‘ 
i aS See ie eg eS ey Ske Bs of Mae eer Sp ae 
a ' favs gh fae tae gee. 8 SS tae gee ae et am 4 . % . cae 
Paage ee ee gee an eae es ee, ae ie ax cee. ea so eile 
ale = te. ae eee riage ee ee ; ia | ey NN i ~t 
ee Ag SOW igo Se. Sine Py aa ee Fi ae °° ae » + 
sip | os ae +S 2S Eee Re ee 5 ay hi, eee th AS : x > ee ae t % 
7 : Oe eS te ee ge et * + ‘ ~~ vee . — 
: ee ee S ae a ee 5 “ ig OO ee 
: pages HE SOF a Se ot ae ; } ~% et gia ge ee ; 
Le SS aes OS ae gt ae Z : ii, ee Eee Be eet... zt ' 
_ age ae oe oe: a7 So ee” Sea s os al j 
a ey Tet ae a Bae ai om Rees" Sipe ae 
Ps Oe eee a we. ec Bess ee eae eee = 
Si aga as “ es ae te Bs SON ile. ee : i 
7 lee ae p 1 Ae BP ll FOE ra Ne ae oF i 
1 Bist ogg ‘ ere ga gO gee eta ie i 5. hee : 
Me Pe ee a oe Fe na oe sae Pee a A : 
ae ed ff ae Le ence Bh we ores es ante Dea ihe cee me 
a , om hal ie eas 5 ees ; ae nis ia a age an Q Leeee rr ee CES gaa r 
dl : ee eee a 2 10 ae ea Wn ee en : 
= i ens eee ra EE IE eae aot og ey wa Se rs 6: 
P.. Jo : BP as coo Fe eo eet aie hg eee aan at é a Sine.” oe poe = ‘ 
ee eee ge , +a nd PS RU aa sgh a hae y oi PET 6 ee i as a 
eras ee te ee 4 . i ao. i 
ue RN i as Daa ue ee Foe on py ee 7 an ee a 
=, f TSapet tee ee ee cn Ee ~<a peer es a = > 
a Gen ie Ps, Aa rd = eet eee a 
, - itr ree i 3 ce aed r 
Bikey is = y - Ee ' 
ee a eee | 
er Gee aoe 
Bp ea Aira hea 
i. Or Ste 
Ser) 
ae 
~ 
=A 
: : 
ce 
: : 
wo 
_ 
a 
kg 
. 
lea 
fa 7 | 
fi ————————— ee 
a 
—- | 
| a a 
= || uf 
% : og SE 3 am 
y 43 a = P 4 
¢ a i + ~\>* 7‘ a " t { 
a Sih s 
: i io , : - 7 . 
3 ae ig " es el AW ae n a Fae ’ “\ , y 5 ¢ f s ; 4 4 e No ° a5. ie i Yee ele 


h 4, 1946 


soit is to 
gret that 
imber of 
ence énd 
ice On ‘he 
enduring 
1 and its 


ram 


Gregory, 
sets Cor- 
1ree main 
onversion 
200k-Buy’ 
depot or 
‘operty is 
raft parts 
aft parts 
depot at 
and auc- 


e ‘Look- 
t sale ‘on 
me, Cal.” 
s with a 
19,000,000, 
ld on the 
ts and to 
with spe- 
| building 
to speedy 


gered 


nted out 

property 
ich a rate 
nal econ- 
reconver- 


esident of 
of Adver- 
ibed the 
s among 
research, 
derstand- 
stribution 
onomy as 
the Four 
(AA, Feb. 
1er quali- 
ney work. 


nal’ 


r 

e, Ameri- 

nal, busi- 
field of 

d service, 


ry. 
tarted by 
any, Mil- 
ues three 
the edu- 
Arts and 
Catholic 
ital Prog- 
1, profes- 
nd a gen- 
aphy, his- 


ae 
Lm 

formerly 
Is Dealer 
dvertising 
gress, has 
manager. 
gest serv- 
and rec- 


‘ 


BE SOLD 
DUTSIDE 


tlation! 


4.270 Ali 
irrier-de!'\- 
nne fam:'y 
story ino 


homes x 


TIMES 


>sentative> 
CHICAG® 
cae 


Best in the field. We just 
lered it sent to eighteen of 
r friends." 


T. Welch, President 


AX FLEXIBLE COUPLING CO. 


ee 


As of today the net paid circulation of 
The United States News is 


240,000 


As you probably know, a new guarantee 
of 250,000 is effective with the issue 
of May 3... And asof today it looks 
as though the new guarantee will be 
“over subscribed” in a few weeks— 
maybe in a few days — maybe before 


you read this. 2 

24 hours after MacArthur finished up on the 
deck of the Missouri, all peace broke loose 
...hew problems...new laws...new com- 
promises... strikes, stoppages, reconversion 
tangles, sagging price ceilings, food ration- 
ing again on the horizon. 


Small wonder that this new army of business men virtually 
stood in line to subseribe ... for in The United States 
News they know that every news page is devoted solely 
and completely to analyzing what goes on in national af- 
fairs—forecasting with deadly accuracy how the govern- 
ment will handle the spate of new problems dumped into 
its lap by the dove of peace—information of prime concern 
to every Key Management Man. 


13 years ago we wrote this forecast—“The news of national affairs will be the 
news of Business for generations to come.” The forecast still stands. 


! 
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in the es 13- OOP ett  cigainainaca States News 


(200,000 GUARANTEE) 
The Direct Route to 
those who O. K. both 


corporate and family buying 


ice President m Charge of Advertising 


30 Rockefeller Plaza, New York 20; N.Y. 


Read by L000 000 men & women Consumers 
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in the United States. Foreign 


Trade Association Advertising 


The report on trade association 
advertising and public relations 
plans for 1946, which appears in 
this issue of ADVERTISING AGE, in- 
dicates that promotional activities 
sponsored by such groups will 
reach a new high level this year, 
even though farm and grower co- 
ops and tourist, travel and indus- 
trial promotion are not included. 


It is natural that industry-wide | their own promotion in with the | point, but these overseas editions | 
promotion should be used at a| general theme of the national ad-| which so many publishers get out, | 


time when so many common prob- 


make such campaigns effective. 
The efforts of the railroads over 
the past several years are a case 
in point. The association has run 
an excellent, large-scale, but nec- 
essarily generalized campaign, ex- 
plaining the problems and policies 
of the American railroads during 
a time of terrific stress. And the 
individual railroads have tied 


|vertising. Thus, while all rail- 


& 


—General Mills 


"Mr. Parker caught it. He said for you to eat these and he'll see you on the 
8:05 tomorrow morning!" 


What It Looked Like 

Maclean’s Magazine, one of Can- 
ada’s big monthlies, has sent us a 
souvenir copy of the overseas edi- 
tion which it supplied to the De- 
partment of National Defense, to 
ithe tune of about 800,000 copies, 
|for distribution to the 
| forces. 
| what it is, we hesitate to stress the 


| have an indefinable fascination for 


lems face entire industries, and it| roads have been talking about the|US, and we wish more publishers 


is to be expected that this type 
of cooperative effort will continue 


to expand for some years to come.) uality and told its own personal, | 


In many instances no individual 
factor in an industry can perform 


same general things, each railroad 
'has maintained its own individ- 


| specific story. 
Too often heretofore the con- 


| would send out copies to their do- 
mestic lists. 

| Maclean’s explains that no 
‘domestically, and that only a very 
\few copies were available for this 


an advertising or public relations| tributor to an industry advertising| initial domestic look. Perhaps other 
job of national significance,|or public relations campaign has| publishers who had overseas edi- 


whereas an association may do so 
with comparative ease. 
At the same time, those most 


| soeeeS the industry effort for 
‘his own, reducing his individual 
promotion in direct proportion to 


familiar with industry-wide ad-| his contribution to the industry 


| tions and who may be able to 
scrape up a few thousand back 
| issues, ought to show some of their 
were 


ifellow citizens what they 


doing. 


vertising and public relations ef-| campaign. When this course is fol-| 


forts have discovered that it is lowed, it is almost certain to prove 
almost never possible for the in-| unsuccessful. Industry-wide ad- 
dustry-sponsored campaign to do! vertising serves its most useful 


the whole job. Only a combina- 
tion of industry-wide effort, plus 
individual effort on the part of 
various factors in that industry, 
seems to have the qualities which 


G-E Takes the 


Recent appearance in 
papers of a General Electric ad 


headed “Don’t Blame Your Dealer | 


if You Can’t Get G-E Appliances 
and Radios,” serves as another 
reminder of the calm, considered 
messages, devoid of name-calling, 
which have characterized G-E ad- 
vertising during its strike diffi- 
culties. This advertising has been 
in marked contrast to the majority 
of strike advertising, which tends 
to become pretty well heated in 
tone. 

In a news story some weeks ago, 
an ADVERTISING AGE reporter char- 
acterized some of the G-E ads 
addressed to strikers as being of 
the “come home to mother” type. 
Not all have been of this type; 
many have gone to considerable 
pains to refute arguments which 
have been advanced, and to pre- 
sent G-E’s side of the story. But 
all have been couched in moderate, 
tones, with no sug- 
gestion of campaign oratory, and 
with simple, dignified appeals. 

The “Don’t Blame Your Dealer” 
ad is in the same vein. Declaring: 
“It’s not the dealer’s fault. We 
don’t think it’s our fault. Maybe 


conciliatory 


news- | 


purpose and succeeds best when 
|it is used as a backdrop for in- 
tensive, intelligent and sustained 
promotion on the part of the in- 


dividual members of the industry. | 


Soft Approach 

it’s nobody’s fault. But here’s 
| what happened,” the ad_ tells, 
simply and directly, how many 
appliances were made in each of 
the last three months of 1945, 
how many were shipped, how 
many were on hand at the end 
of the year. Then it goes on to 
| explain that not a single appli- 
jance has been made since the 
| strike began on Jan. 15, and that 
| while reconversion of the plant has 
been largely accomplished, dis- 
‘locations caused by the strike will 
keep production from _ reaching 
maximum efficiency as soon as the 
strike is ended. 

It is difficult to maintain calm, 
either individual or corporate, 
under conditions like those which 
G-E is currently facing. The 
temptation to shout down all op- 
ponents is tremendously powerful, 
and normally the temptation is 
yielded to. But it should be ob- 
vious that if it is possible to keep 
industrial disputes clear of ex- 
cesses of oratory, either spoken or 
printed, it is just that much easier 
for the warring sides to work to- 
gether when their dispute has 
finally been settled. 


‘Library Column 
The Boston Store, one of Mil- 
waukee’s important department 


civic service by paying for a full 
single-column ad about once a 
month in the Milwaukee Journal 


waukee Public Library. 
The column is an all-type, col- 
umnist style ad headed “Books 


|the Boston Store gets 
| planation in agate type at the very 
| bottom of the column, saying that 
ithe store donates the space “as its 
contribution to a happier and more 
enlightened community.” 


The column is written by Gerald | 


Caffrey, chief of the library’s pub- 
lications and exhibits, and is signed 
by “George,” a regular library pa- 
tron who lets the folks know about 


'the institution’s books and services | 


in informal letter style. The stuff 
is light and pleasant, but gets a 
story across just the same. Here’s 


a sample paragraph from the cur-| 


|rent ad: 

“I suppose every public library 
has plenty of books by authors 
whose names suit their subjects. 
Milwaukee’s library has. Without 
half trying I found a novel about 
a surgeon by Frank Slaughter, a 
book on marriage by Hope, and 
‘Game Birds of North America’ by 
Hunt.’ ” 


Measuring Up 

We are good and mad at Stanley 
Hubbard, who runs KSTP up in St. 
Paul. The irrepressible Mr. Hub- 
bard sent us a little gadget that 
he said would keep us from falling 
for bum steers, but as a direct re- 
sult, we fell for a bum steer he 
gave us and now our head is both 


armed | 
The paper situation being | 


copies have ever been distributed | 


| bloody and bowed. Mr. Hubbard’s 
|little gadget is a pocket tape for 
| estimating the liveweight of cattle, 
| which KSTP’s farm service de- 
|partment is giving away. This is 
|undoubtedly a splendid idea, and 
greatly appreciated by KSTP’s 
listeners, so why didn’t Mr. Hub- 
| bard just let it go at that? 

But no. He had to add a post- 
script, saying that you could guess 
humans’ weight, too, with the tape. 
On a man, you place the tape 
around his body under his arms 
and over his chest; to fuess a 
/woman’s weight, you place the 
tape around the body over the 
bust, and then read the figures. So 
far, so good, although the tape 
does begin to look like a dangerous 
weapon. But Mr. Hubbard still 
isn’t satisfied. He must warn us, 
|in caps: “If you use it on a wom- 
an, don’t tell her for what it is 
|really intended.” 
| So we’re plenty annoyed with 
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The following documents m 
be secured without charge fr< 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 


No. 2619. Grocery Products Sales 
in the Pittsburgh Market. 
Three maps indicating grocery 
products distribution in the Pitts- 
burgh area highlight this folder, 
issued by the Pittsburgh Post- 
Gazette. One shows the territory 
covered by wholesale grocers, the 
second, chain store locations con- 
trolled by Pittsburgh, and the 
third, the grocery products mar- 
keting area, wholesale and retail 
combined. A table provides mar- 
ket facts, by state and county, 
about the Pittsburgh food area. 


No. 2620. Blueprint for Sales. 


Distribution and weekly sales 
of coffee in 800 New York City 
retail grocery outlets are analyzed 
in this booklet, which has been 
issued by the New York Times. 
The contents include per cent of 
distribution of coffee brands, 
weekly sales by brands, each 
brand’s per cent of total sales by 
income groups, and numerous 
other details. 


No. 2621. Reader-Consumer Panel. 


The American Home has issued 
this report on its latest reader- 
consumer panel, which is devoted, 
principally, to an analysis of the 
answers to questions about home 
repair and remodeling plans. The 
tabulated percentages show extent 
of planned improvements | this 
year, expected expenditure, kind 
of heating equipment that will be 
| purchased, etc. 


| No. 2604. How to Step Up Reader 


Mr. Hubbard. We'll admit it’s not| Interest in Ads to Power Plant 
\likely to be easy to place a tape) Engineers. 

around a woman, over the bust, | Based on 319 plant calls in 28 
| with the avowed intention of gues-| industries, this report, issued by 
sing her weight; but it’s decidedly| power Plant Engineering, tells 
'more hazardous, we have discov-| how to dig up helpful sales and 


and People,” and the only credit| 
is an ex-| 


|a comparatively strange female, 
lover the bust, without telling her 
your intentions. 


to tell about the work of the Mil-| 


Jottings 

One of Ad-libbing’s scouts calls 
our attention to the spread in the 
Better Homes & Gardens says 
“There is no market place like 
home,’ whereas Chase National 
| Bank uses the opposite page to de- 
|clare, “The wide world is your 
marketplace.” . . 
Milwaukee’s WISN bought a 
|quantity of the Advertising Fed- 
eration’s “Jobs in Advertising” 
booklet, had the back page im- 
printed with a special “assist” of 


distributing copies to veterans and 
students at all higher-level educa- 
tional institutions in the city. . . 

Ed Zoty, publisher of Picture- 
Wise, has managed to get his hands 
on a case of Scotch somewhere, 
and he’s offering it, along with six 
other prizes, to the admen or gals 
who can come closest to scoring 
the features in his January issue 
in the order of readers’ preference, 
as indicated by a survey... 

TWA officials and executives of 


the Kudner Agency smile happily | 
these days at this coincidence: the! 


airline’s ad captioned “The Next 
Time You See Paris,” and illus- 
trated with a color picture of the 


Eiffel Tower, appeared in The 
Saturday Evening Post the same 
day (Feb. 6) that TWA’s Paris 


Skychief Constellation arrived in| 


Paris on the line’s first commer- 
cial flight to the French capital... 


Feb. 18 Time on one side of which | 


its own for the booklet, and is! 


stores, is performing an unusual ered, to try to place a tape around | service data, and suggests seven 


| ways to gear ads to the needs of 
|/power engineers. An organization 
|chart shows operating and main- 
' tenance functions of a typical plant 
‘engineering department. 


|No. 2614. Drug Route List, 

The Atlanta Journal offers 
something new in route lists in 
this streamlined version, which 
covers 207 Atlanta drug stores, in- 
cluding 168 independents, 33 
‘chains and six wholesale drug 
/companies. The data includes suc! 
details as how many stores carry 
‘tobacco; maintain soda fountains; 
branch post offices, lending li- 
basen’ etc. 


|No. 2585. Who Reads Harper's 
Magazine? 

This report, issued by Harper 
Magazine, shows a cross sectio! 
of the magazine’s subscribers— 
| what kind of people they are fron 
‘the standpoint of income level 
'and occupations. The study als 
indicates what influence Harper 
|has on its readers with relation t 
| other publications in the sam 
| general field. 


No. 2608. 1946-1948 Building, Res 
idential—_Commercial—Farm. 
American Builder has_ issuec 
this 34-page booklet, which de- 
scribes the building industry 4a 
it normally exists and points ou 
what factors will change norma 
practices and to what extent 
Tables, charts and text provide 
estimates of sales potentials i 
residential, commercial and farn 
construction 1946-1948. 
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Consumer Copy 
‘Sells’ Booklet 


_on Figured Glass 


Kingsport, Tenn., Feb. 27.—By 
vertising directly to prospective 
iilders of small homes, Blue 
dge Glass Corporation, division 
Libby-Owens-Ford Glass Com- 
pany, is broadening the market for 
use of its line of decorative glass. 
For many years, Blue Ridge 
s concentrated its promotion in 
publications devoted primarily to 
commercial and industrial con- 
struction and to architects. At the 


' suggestion of its agency, Fuller & 


' Smith & Ross, Cleveland, 


it ran 


'a full-page two-color advertise- 


ment in Small Homes Guide, fea- 


' turing uses of decorative glass and 


carrying a coupon offering an il- 
lustrated booklet for a dime. 
In the first 60 days the coupon 


' pulled more than 3,000 dimes and, 


according to Blue Ridge manager, 
Ww. E. Crawford, the “pull” is far 
from exhausted. Prospective build- 
ers have written the division ex- 
pressing their thanks for the 16- 
page, two-color booklet, “Bright 
Ideas with Decorative Glass.” 

More than 20 patterns of deco- 
rative glass are available, the Blue 
Ridge advertisement points out, 
which can be used to “add a touch 
of inexpensive smartness” to any 
room in the home, whether new 
construction or remodeling is 
planned. Illustrations show various 
uses of the figured glass in kitchen, 
living room and bathroom. Pros- 
pective users are urged to contact 
the Libby-Owens-Ford district 
offices in major cities for the 
names of distributors. 


Erma Proetz Contest 
to Be Held Again 


The Women’s Advertising Club 


' of St. Louis is sponsoring for the 
' second year a national award in 
} memory of the late Erma Proetz. 


The award will be given in recog- 
nition of the most outstanding 


» creative advertising work in any 


field done by a woman during the 


' period from March 1, 1945, through 


| March 19. 


March 1, 1946. Awards will be 
made at a dinner May 23 at the 
Jefferson Hotel, St. Louis. All en- 
tries must be in by midnight 


Foley’s to Construct 


$9,000,000 Building 


Ground breaking ceremonies 
began March 1 for the $9,000,000 
Foley Bros.’ six-story department 
store building which will occupy a 
solid block in Houston. The build- 
ing will front on Main, Lamar, 
Dallas and Travis streets. A garage 
service building will also be con- 
structed, occupying a half block 
across the street. 


| 


| 


BE RIGHT! 
When You Speak 


When You Write 


By John Baker Opdycke 
SAY WHAT YOU MEAN 


Everyman’s guide to correct dic- 
tion and grammar. “A 700-page 
searchlight into error.” — The 
Philadelphia Record $3.75 


: GET IT RIGHT ! 


An all-embracing treasury of cor- 
: rect English usage. ‘‘No, you can- 
4 not w it!’’—Detroit Times 

: 692 pages. $3.50 


_ TAKE A LETTER, PLEASE 


A key-manual that will help you 
get personality, conviction, and 
sparkle into your letters. ‘‘Covers 
the entire subject with amazing 
exhaustiveness.”——-The New York 
Times 489 pages. $2.75 


DON'T SAY IT 


A 20,000-term handbook on spell- 
ing, pronunciation, usage, and 
meaning. “An invaluable ency- 


ia of everyday speech.” 
—Newsweek 850 pages. $3.75 
At your bookstore 


FUNK & WAGNALLS CO., W. Y. 10 
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plete advertisement. All entries|Commission it will rule that no,;will have complete line of pilot 
must be in by April 15. violation exists. No definite date equipment. 


has been set for the FTC hearing. 


Art Directors to Exhibit 
Midwest Ad Art in May 


Art Directors Club of Chicago 
will present its annual exhibit at 
‘the Art Institute, Chicago, May 
|1-27 featuring outstanding adver- 
‘ tising art produced in the Midwest 


Consolidated Grocers 
Denies FCC Charge 


Consolidated Grocers Corpora- | 
tion, Chicago, denied last week|men’s store, has arranged a dis- 
that its acquisition of the capital|play of Globe Aircraft’s Swift 
between February, 1945, and Feb-| +ock of Western Grocer Company, |plane, for which it will take ord-| ger Refreshments and men’s 
ruary, 1946. Marshalltown, Ia., Reid Murdoch|/ers. The store also announced toiletries. Advertisements will be 

Awards will be made to each of |& Co., Chicago, and Dannemiller | that it will arrange for demonstra- carried this spring in American 
the following classifications: mass|Grocery Company, Canton, O., ‘tions and eight hours’ free instruc- | Magazine, Collier’s, Esquire, For- 
magazines, drawings and photo- violated the Clayton anti- trust|tions for purchasers, will give|tune, Liberty, Pic, The Saturday 
graphs; business papers; news-| law (AA, Feb. 25). The corpora-|complete information about Chi- | Evening Post, Time and True, with 
papers; direct mail and catalogs; | tion contends that when the facts | cagoland airports, hanger facilities,}a dealer-signed newspaper cam- 
editorial art, and design of com-|are presented to the Federal Trade 'service and flying instruction, and | paign to follow. 


Regent Appoints Harris 

Lytton to Sell Planes Ralph Harris, New York agency, 
Henry C. Lytton & Co., Chicago | has been appointed to handle the 
advertising of Regent Laboratories, 
New York, manufacturer of Swag- 


Note to the ladies: Avoid at all cost the situation pictured here. Business 
Week has helped build so many successful careers, it would be a pity to 
see it begin tearing down homes. Moreover, you might be slaying the goose 
.. that lays the golden eggs . . that buy the minks . . that little coats are 
made of. Just remember: 


Wherever you find it, you find a management-man . . . well informed. 
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Entries Invited for 


Josephine Snapp Award 

The Women’s Advertising Club 
of Chicago has begun its annual 
quest for the woman in advertising 
who has contributed most to the 
profession in the past year. 


petition, a memorial to Josephine 
Snapp, a former president of the 
Chicago club, and former vice- 
president of the AFA, is open to 
all women in the field, whether or 
not they are members of adver- 
tising clubs. 

The closing date for the contest 
is midnight, April 5. 
trophy will be presented to the 
winner at a luncheon meeting at 
the convention of the Advertising 
Federation of America in Mil- 
waukee, May 26-29. Entry blanks 
may be obtained from the Jose- 
phine Snapp Award Committee, 
Women’s Advertising Club of Chi- 
cago, Room 925, 166 W. Jackson 
Blvd., Chicago 4. 


Boettigers Buy Paper 

John Boettiger and his wife, 
Anna Roosevelt Boettiger, have 
purchased the Phoenix Shopping 


The | 
10th Josephine Snapp Award com- 


A. silver | 


News as “the first step in the 
establishment of a new daily 
newspaper” in Phoenix. Mr. Boet- 
tiger formerly was publisher of the 
Seattle Post-Intelligencer. 


‘Lamb Appoints Latham 


John R. Latham, former presi- 
dent of American Cigarette and 
Cigar Company, New York, and 
executive with Young & Rubicam, 


has been appointed national sales | 


manager of Herb Lamb Produc- 
tions, Hollywood. The compan 


has opened a New York sales office | ing here yesterday, disavowed any | 


for distribution of its films. 


Ellis Names Flemming 

| Margaret E. Flemming, for- 
merly associate editor of the “Bell- 
ringer,” plant magazine of Bell 


Aircraft Corporation, Buffalo, has |SPokesmen for the whisky, wine) 


|been named copy chief of Ellis 
| Advertising Company, Buffalo. 


Stentiford Named V. P. 


Harry J. Stentiford, recently 
‘named director of merchandising 
\for Aldens Chicago Mail Order 
| Company, has been elected a vice- 
| president. 


No Ad Censorship 
Intended, Ohio's 
Liquor Board Says 


Columbus, O., Feb. 26.—The 
Ohio Board of Liquor Control, at 
/a conference on liquor advertis- 


intention to censor advertising but 
| declared that it believes its job 
|is to adopt and enforce rules which 
| will keep liquor advertising dig- 
|nified and in good taste. 


| The conference was attended by 


|;and beer interests, and included 
‘discussion of magazine, news- 
|paper and outdoor advertising and 
\the use of advertising specialties. 
Discussions centered chiefly on the 
use of women in the ads. 

While Ohio newspapers cannot 
run pictures of women in liquor 
| advertising, 


it was pointed out, | 


| the state is flooded with magazines 

and newspapers from other states 
carrying such ads. John W. Cullen, 
head of the John W. Cullen Com- 
|pany, Ohio newspaper represen- 
| tative, protested that this amounts 
‘to discrimination against Ohio 
| papers. 


Women Operate Taverns 


| Inasmuch as women now oper- 
|ate taverns, 
drink beer and stronger beverages, 
the board was told, advertising 
|may well be directed to them and 
| pictures of women should be per- 
mitted in the individual ads. Wit- 
nesses called attention to the pic- 
‘tures of scantily-clad women ap- 
| pearing in ads for the auto makers, 
movie producers and resort own- 
ers, 

Isadore Topper, attorney who 
appeared before the board, ques- 


and many women) 


Advertising Age, March 4, 1 \4¢ 


the Wine Institute that it is try 
to prepare a national uniform c 
on liquor advertising. Lack 
uniformity in the regulations o; 
the various states has caused m c 
confusion, however, and this ; 
/complicates the task of adver is. 
|ing agencies handling bevei 
|and liquor accounts. 


Hits Some Brands 


Ohio is one of the few sti tes 
which prohibit the use of wom: n’s 
pictures in ads—a stumbling b) ick 
which can’t be surmounted by d- 
vertisers of such brands as \ir. 
ginia Dare and Priscilla Allen. ip 
which women are the keynote. 

A reversal of its position on the 
use of women’s pictures would re- 
sult in an unfavorable reaction 
| one of the board members told the 
‘group. Mrs. Maude McQuate 
_board chairman, read a letter re- 


ng 
de 


of 


tioned whether it had any right| ceived from a rural church jp 
to make state regulations regard- which it was asked that “truth in 
ing advertising other than to pre-| advertising” be required by the 
vent any display of lewdness or | board in all its regulations on the 


intoxication. 


é 


e . 
a 
ve 


83% of Minnesota families hold War 
and Victory Bonds. 


63% of Minnesota families own life 
insurance policies. 


48% of Minnesota families have money 
in savings banks. 


42 % of Minnesota families have money 
in checking accounts. 


19% of Minnesota families own stocks 
or bonds in some company. 


14% of Minnesota families invest in 


company-managed pension or 
savings funds. 


9% of Minnesota families have sav- 


dis. 4: adiss. —— : + | ci , 


esota Poll 


© Where do you keep 
your MONEY ”? 


MINNESOTA POLL * reports on thrift and invest- 
ment habits of 735,000 Minnesota families. 


12% New home 


1% Travel 


2 out of every 


For What Purposes Do You 
Save Money? 


40% General purposes 


10% Old age security 
6% New car or car repair 
6% Generalemergency reserve 
5% For children and education 
2% To start own business 


1% Investment 
17%, Miscellaneous answers 


Do You Favor Voluntary 
Payroll Savings Plans? 


favor continuing some form of 
payroll deduction savings plan 
similar to the deduction plan for 


or home repair 


3 Minnesotans 


| subject. The wet and dry contro. 


It was announced in behalf of| Versy was repeatedly brought int 


|the discussion, and it was pre- 
dicted that the letter will be th: 
| first of a large number which wil! 
bombard the liquor control board 


Suggests Admen Group 


L. F. McCarthy, president of th¢ 
Cincinnati agency, L. F. McCarth; 
'& Co., proposed that Ohio adme: 
form an organization which woul 
itake up the problem of ethical 
liquor advertising and cooperat 
with the Ohio board in regulating; 
liquor publicity. 

Publication of prices in news- 
papers and On window cards wa; 
denounced as a_ temptation 
youth with little money to speni 
it for cheaper-grade liquor. At 
this point one of the speakers <e- 
|clared that rum had been unjust); 
handled in newspaper articles. “I! 
is a short word,” he said, “and 
newspaper writers can work 
into a headline when other words 
won't fit.” 


ee 


Yesterday’s hearing was sched- § 


uled following an uproar cCauseé 
when the board announced las’ 
fall a plan to make submission 0! 
advertising copy mandatory. The 
board later abandoned this pla! 
Mrs. McQuate told the conferee: 
| here yesterday that the regulations 
|probably could be greatly sim- 
plified, and hinted that the liqu 
/control law itself could be revise 
|in the interest of brevity and clar- 
| ity. 


| Nahl Joins Agency 


Perham C. Nahl, who has serve 


with the OPA in Washington since & 


/1942, has joined the research de- 
|partment of Needham, Louis & 
| Brorby, Chicago. The agency has 
,also named Wilma Wheeler, for- 
|'merly with American Conservati0! 
| Company, Chicago, as office man- 
| ager. 


| { 


purchase of War Bonds widely 
used during the war. 69% of 
Minnesotans want payroll sav- 
ings system maintained (even if 


ings and loan association accounts. Badger Elects Sievert 
William F. Sievert, formerly as 

sociated with Milwaukee Stamp- 

| ing Company, has been electeé 


7 % of Minnesota families have Christ- 
mas savings accounts. 


a» 


a 
- 
a 


bond sale shduld end). 10% |vice-president of the Badger En- 
tentatively approve plan, | raving Company, Milwaukee 
4% of Minnesota families have money | loins Zi ae Melia 
in employee credit unions. : ; oins 4im - 
: der’s lucid writing and nual Weceee, Ht. Getueaes. ag S 
. Binder jon’s with WMC at Ford Motor’s W1'}0" 
paper great? —_ him as one of the natio Run plant, has joined Zim ie! 


rience mark és 
; interpreting the comp}! 


and issues of the day. , 
Minneapolis StarJourn 


EVENING 


roblems Keller, Detroit agency, as acc ull 
cated Pp 


executive. 


* What makes 4 newspaP' 
oll, an impartial, 
n and sales planning sur- 
public service features 
rd for the Minneapolis 


scientific 
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The Minnesota P 
weekly public opinio 
vey, is one of many 
which build reader rega 
Star-Journal and Tribune. 
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BENJAMIN FRANKLIN SAID... 


“Whoever would overthrow the 
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16 
Appoints Galvin 


E. R. Galvin, previously presi- 
dent of Tyson Bearing Corpora- 
tion, Massillon, O., has been ap- 
pointed executive vice - president, 
general sales manager and director 
of La Plante-Choate Mfg. Com- 
pany, Cedar Rapids, Ia. 


Ivers Joins Stern’s 


Michael Ivers, formerly in the 
production department of Esquire, 
has joined Max Stern’s Sons, Chi- 
cago printer, in charge of produc- 
tion and contact. 


Winners Selected 
in Pacific Coast 
Art Competition 


Los Angeles, Feb. 26.—Nineteen 
artists were the recipients this 
week of awards and medals in the 
first annual exhibition of West 
Coast advertising and editorial art, 
sponsored by the Art Directors 
Club of Los Angeles. The display 
of more than 300 exhibits at the 


galleries of Barker Brothers’ Los| 
Angeles store will be ended Fri-| 
day. 

The prizes include awards of 
merit in the 14 Ciassifications 
judged, four Art Directors Club 
medals and a special George W. 
Kleiser medal. The latter honor 
went to artist George Sheppard 
for a Union Oil Company 24-sheet 
poster showing a group of service 
station attendants. Foote, Cone & 
Belding, Los Angeles, is the agency 
in charge of the Union Oil ac- 


count, with Charles Porter the 
agency’s art director. 

The initial showing of all-west- 
ern art, patterned after the New 
York exhibit held annually for the 
past 25 years, attracted entries of 
more than 1,300 advertisements. 
A five-man jury of western agency 
representatives selected the win- 
ners. 


Ebco Appoints 

W. L. Winchester has been ap- 
pointed assistant sales manager of 
Ebco Mfg. Company, Columbus, O. 
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G.I. Writes Plugs 
for Army Tours, 
Pay, Sports, Jobs 


New York, Feb. 26.— Cpl. Hil- 
lard Rose, a 19-year-old ex-rai jo 
actor, is responsible for luring 
men into the ° 
Army with en- 
ticing offers in 
bold-faced col- 
umn fillers in 
the New York el 
Times, Fe fm 


Assigned to : 
i a 


writing radio 
Cpl. H. Rose 


scripts and spot 
announce- 
ments for the 
Army’s New 
York recruiting 
office, Cpl. Rose 
was given the task of writing col- 
umn fillers patterned after his spot 
announcements’ several months 
ago. The result was a series of 
offers like the following: 

“Conducted tours, available to 
men 17-34, of Switzerland, Nor- 
way, France, other foreign coun- 
tries. Complete details at Army 
Recruiting Stations. Apply now. 

“Sports minded? The G.l.s on 
Guam need teammates in their 
Olympic games. Men 17-34 may 
join the Army... 

“Need a good job? Men 17-34 
learn specialized trades in the 
new Regular Army.. .” 
| The fillers are not part of the 
|paid Army recruiting campaign 
| through N. W. Ayer & Son, but 
| are run free of charge by the 
Times. 

Cpl. Rose has been in the Army 
for 18 months, and is attached 
to the public relations branch of 
the Second Service Command re- 
cruiting office in New York. Be- 
fore entering the _ service, he 
worked his way through North- 
| western University by playing bit 
parts on radio programs, including 
“Ma Perkins,” originating in Chi- 
cago. 

He now writes two half-hour 
radio shows—“‘We Guard the 
Peace” on WNEW, New York, and 
“Men of Vision” on the Mutual 
network, 


Westinghouse Issues 
Electrical Living 

“Electrical Living,’ a _ booklet 
illustrated in color with scenes 
from the Walt Disney production, 
“The Dawn of Better Living,” has 
been published by Westinghouse 
Electric Corporation for consum- 
ers, architects, builders and con- 
tractors. The 40-page booklet con- 
tains practical ideas on planning 
and equipping kitchens, laundries 
and other rooms, and outlines four 
degrees of electrification accord- 
ing to the size and type of home. 

Copies are being made available 
to untilities and dealers at 10 cents 
each from Westinghouse distribu- 
tors. 


| 

‘Appoints Swink Agency 
Galion Metallic Vault Company, 

| Galion, O., manufacturer of Galion 

'Cryptorium, has placed its adve 

'tising with Howard Swink A 

|vertising Agency, Marion, O. 


| Name Donovan & Thomcs 


| Cullo Corporation, Bronx, N. \., 


|manufacturer of air-line devices, 
| and Davis Engineering Corpor - 
ition, Elizabeth, N. J., manufa - 
|turer of heat exchangers, evap - 
jrators and coolers, have plac 
itheir advertising with Donovan 
Thomas, New York. 


| Names Fischer A.M. 


R. M. Fischer, recently releas¢ 
from the Army after four and 
half years’ service, has been nam 
advertising manager of Barnes 
Reinecke, Chicago. 


Horlacher to Olian 


Horlacher Brewing Compa! 
Allentown, Pa., has appointed t' 
Chicago office of Olian Advertisir = 
Company to handle its account. 
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HOLLYWOOD, 


WHAT 


Holywood 
ISN'T 


BY GARY COOPER 


INDEPENDENT PRODUCER AND MOTION PICTURE STAR 


| eee ISN’T PHONEY! 

Hollywood isn’t all show because it hap- 
pens to be the show-case of show business. 
No, indeed! It is our greatest creative art 
center. It is the mecca of the world’s most 
talented artisans : men and women who cre- 
ate entertainment for a world that needs it. 
You may laugh at Hollywood all you like ; 
but this would be a sorry world without it. 

Great composers, musicians, writers, 
actors,directors and producers find here an 
opportunity for expression that reaches mil- 
lions. They find a home life and a business 
life unique, pleasant, inspirational. For the 
most part Hollywood’s film-folk are thee 
hardest working group you'll findanywhere. 

Like any other city Hollywood has its 
parties, its gala premieres, its theatres, its 
dancing, its diversions ; but studio days are 
long, and never the same two days ina row. 

Hollywood isn’t a place where fabulous 
stars ride around in golden chariots,eat and 


drink all day and carouse all night. It isn’ta 


devil-may-care city, a careless city, a heart- 
less city. | have seen more humanity demon- 
strated in Hollywood than anywhere else 
I’ve been.I’ ve seen more real home life, more 
real camaraderie, more teamwork — even 
among extremely sensitive, highly emo- 
tional, sharply competitive people —than 
anywhere I’ve been. 

Here folks take pride in building distinc- 
tive homes ; furnishing them in good taste ; 


surrounding themselves with things that 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood 


isn’t. As acknow ledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Gary Cooper. . .acknowledged one of America’s film-finest, 


HOLLYWOOD 


Citizen-New 


AND ADVERTISER 


CALIFORNIA * National Representatives: STORY. BROOKS & FINLEY. INC. 


give a lift to life. Here personality, the abil- 
ity to create, to serve, to understand others, 
wins fitting recognition. 

To appreciate what Hollywood is and 
contributes to the world, one must travel 
away from it. Everyone is curious about 
Hollywood. Everyone envies it. Wherever 
one goes, Hollywood goes along. I repeat: 
Hollywood isn’t phoney! It is very real, very 
genuine, For every person who may criti- 
cize the shortcomings of a few of its famous 
people, there are hundreds of thousands 
who bless Hollywood for what it gives in 
sound values, in education and inspiration 


to a very confused world. 


~~ 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest] 
plus the density of Hollywood's 
population [second greatest in 
Pacific Southwest] explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. 


*Source: 1939 U.S. Census of Business 
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Cigaret notes: Competitors say;has reduced its advertising budget 


that the reason Camel cigaret can | 


claim first preference among the 
nation’s doctors is that the Camel 


surveys were made at a time when | 


most of the young doctors were in 
military service. At the war’s 
peak, about 60,000 of the nation’s 
160,000 doctors were in service. 
Camels were the leading brand in 
sales a few years ago and many 
doctors, and others, stuck with 
them as they grew older. 

Chelsea cigaret of Larus & Bro. 
Company, which made consider- 
able sales progress in recent years, 
particularly with the armed forces, 


for 1946. 

Lucky Strike probably won’t in- 
crease advertising this year. Luck- 
ies (AA, Feb. 11) have maintained 
sales leadership on a smaller ad- 
vertising budget than major com- 
petitors. 


The first postwar consumer prize 
contests have been disappointing 
in their pulling power, with en- 
tries far below expectations, no 
matter what the prizes and the 
promotion, Experts say the ob- 
vious reason is that contests dur- 
ing lush times, when everyone is 


|prosperous and busy, 


cannot be 
expected to pull as well as in more 
normal times. 

Whatever the reason, many ad- 
vertisers are taking a second look 
at big consumer prize contests in 
the light of known results, to see 
whether they might not well be 
put off until the public becomes a 
little more contest-minded. 


Sales of the Great Atlantic & 
Pacific Tea Company are said to 
have moved above the $1.5 billion 
mark for the first time in the fiscal 
year ended Feb. 28, 1946. In the 
previous fiscal year A&P’s volume 
was $1,401,643,425. This was done 
through 6,000 units, mostly super- 
markets and “superettes.’”’ Before 
the chain swung into the “super” 
trend a decade ago, it had more 
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examinations, much along the li e 
A&P promoted “Founder’s |of those the life insurance con - 
Week,” Feb. 25-March 2, only panies give for their “certified li . 
through special copy in regular re-| underwriter” rating. 
tail advertising. The chain is said| One proposal would divide t 
to spend more than $6,000,000 an- | examination into four basic part 
nually in advertising, mainly in|(1) general intelligence; (:) 
retail advertising, placed direct in;|knowledge of advertising a) 
more than 1,000 newspapers. Na- | agency practices, including rr - 
tional advertising is placed search, copy, media, producti: 
through Paris & Peart, New York.|/and visualization; (3) sales apt - 
* ¢ & | tude, and (4) personal characte: - 
Four A’s promotion of “on-the-| istics. Examinations would | 
job” training of veterans for given by regional Four A’s cou: - 
careers in advertising (Apvertis-|Cils, and would be open to colle;e 
ING AGE, Feb. 25) is only one phase | graduates in marketing and othe s 
of a long-range program for assur-| interested in entering the fiel:, 
ing agencies a constant flow of/Still in its earliest explanatory 
high caliber creative talent. A) phases, the professional examina- 
committee of association members tion idea may not reach realization 
is now studying the possibility of until some time in 1947. 
establishing regional professional | 


than 15,000 store units. | 


@ 


~ 


@ 


Robling to Meredith 

| John Robling, formerly with the 
Associated Press in Chicago, has 
been appointed manager of public 
‘relations of Meredith Publishing 
|Company, Des Moines, Ia., pub- 
‘lisher of Better Homes & Gardens 
‘and Successful Farming. 


| 
} 
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(NO. 3 IN A SERIES) 


THE 
Avpany Story 


Albany, capital of the great 
state of New York, ranks high 
among the nation’s cities as a 
seat of government. This is one 
of the great factors contributing 
to the acknowledged stability of 
the Albany Market. 


Steady Employment 
and Regular Pay Days 


of 
OVER 11,000 
FEDERAL, STATE, COUNTY 
| and MUNICIPAL EMPLOYEES 


are added to the thousands en- 
gaged in many flourishing in- 
dustries. This insures a buying 
regularity equaled in few other 
markets. 


The Times-Union is read by ovet 
47,000 families each morning, and 
over 96.000 families each Sunday 


Tite Union 


DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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The Hearst Newspapers 


have always worked for better eovernment 


within the 


CONSTITUTION 


‘= 9 
NORRIS AMENOMENY 
s — Le 


iO 


joe wits) 


NEW YORK AMERICAN, MARCH 10, 1927 
‘‘Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can 
be done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces of 
publi¢ity that public opinion will compel it 


to be done.’’ 


In 1898 the Hearst Newspapers called for a progres- 
sive Federal income tax as the fairest and the safest 
way of financing our government. 


In 1906 the Hearst Newspapers proposed modifica- 
tion of our tariff laws as a stimulus to our trade with 
other nations. 


In 191? the Hearst Newspapers led the campaign 
which brought direct primaries to New York and 
other States. 


In 1913 the Hearst Newspapers saw the direct elec- 
tion of U. S. Senators by the people written into the 
Constitution, largely as a result of their efforts. 


In 1919 the Hearst Newspapers watched their cru- 
sade for votes for women come to triumph in the 
passage of the 19th Amendment. 


. 
In 1932 the Hearst Newspapers spearheaded the 
drive for adoption of the 20th, or “Lame Duck,” 
Amendment to our Constitution. 


In 1940 the Hearst Newspapers advocated that the 
Presidential tenure of office be limited to two terms 
—preserving the principle of rotation upon which 
our republic depends. 


= 
In 1945 the Hearst Newspapers urged upon Con- 
gress an amendment to our Constitution limiting the 
power of the Federal Government to tax in support 


of a sprawling, squandering bureaucracy. 
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porade's nineteen-city market represents 17.7% of retail sales in the United States, 
14.6% of its families, 14.5% of its population, and 18.2% of its effective buying income. 
The use of parade hos resulted in a circulation growth of as high as 50% for the papers 
adopting it. parade is top Sunday reading in 3,000,000 homes—an unparalleled oppor- 
tunity offered to advertisers —a sure way to get more readers without spending more money. 


COMPANY PRODUCT 


Am. Safety Razor Gem & Star Blades 
Am. Turpentine Assn. Gum Turpentine 
Benrus Watch Co. Watches 
Best Foods, Inc. Nucoa Margarine 
Best Foods, Inc. Shinola Shoe Polish 
Black, Walter J., Co. 


Detective Book Club 
Block Drug Co. Polident 
Book League of Am. Books 
Book of the Month Book Club 
Bright Star Battery Flashlight Batteries 
Burpee, W. Atlee, Co. Seeds 
Can Mfrs. Institute Cans 
Centaur Co. Dental Powder 


Chesebrough Mfg. Co. Hair Tonic 
Chesebrough Mfg. Co. War Bonds 


Classics Club Books 
Columbia Corp. Motion Pictures 
Decca Records Records 
Doubleday Co. Books 
Doubleday Co. Literary Guild 


Emerson Radio Radios & Television 
Family Mutual Life Ins. 
Hospitalization Pian 
Fla. Citrus Comm. Juice & Fruit 
Gen. Electric Co. Institutional 
Gill, Thos. Soap Co. Johnson's Soap 


@ ST. PAUL 


COMPANY PRODUCT 
Grolier Society Book of Knowledge 
Heinz, H. J., Co. Soups 


Heinz, H.J.,Co. Van Houten Cocoa 
Kahn, David, Inc. Fountain Pens 
Lamont, Corliss Co. | Pond's Creams 


Leeming, Thos. & Co. Ben-gay 
Lever Bros., Co. Rinso 
Lipton, Thos. Jr., Inc. Tea 


Loose-Wiles Biscuit Co. HiHo & Krispy 
Maiden Form Brassiere Co. 


Foundations 
National Biscuit Co. Wheatsworth 
National Biscuit Co. Milk-Bone 
National Carbon Co. Batteries 
North Am. Mutual Ins. Co. Hosp. Ins. 
Packers Tar Soap Co. Shampoo 


Pacquins, Inc. Hand Cream 
Parfums L’Orle, Inc. Deodorant & Perf. 
Pearson Pharm. Co. Eye-Gene 
Penn Tobacco Corp. Longfellow Cigs. 
Pompeian Co. Massage Cream 
Postal Life Ins. Co. Insurance 
Potter Drug & Chem. Corp. Cuticura 
RKO Pictures, Inc. Motion Pictures 
Republic Aviation Corp. Airplanes 
Republic Pictures Corp. Motion Pictures 
Resinol Chem. Co. Ointment & Prep. 
Revere Copper & Brass Utensils 
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*« JACKSONVILLE 


PRODUCT 


COMPANY 


Revere Copper & Brass Copper-ind. 


Revion Prods. Corp. 
Face Powder & Prep. 


Rose-Derry Co. Heating Pads 


Royal Lace Paper Works 
Shelving Paper 


Rum & Maple Co. - Tobacco Mix 
Scott & Bowne, Inc. Scott's Emulsion 
Simplicity Pattern Co. Patterns 
Sinclair Refining Co. Oil and Gas 


Squibb, E. R. & Sons 
Toothbr. & Cod Liver Oil 


Standard Labs., Inc. Sloan's Liniment 


Sterno Corp. Sterno Canned Heat 
Tampax, Inc. Tampax 
Tappins Jewelers, Inc. Watches 
Unicorn Press Encyclopedia 
Union Pharm., Inc. Saraka 
Universal Pictures, Inc. Motion Pictures 
Van Nostrand, D. Co. Books 


Vivaudou, V., Inc. Mavis Talcum Pwdr. 
Western Electric Co. 
Welch Grape Juice Co. Grapelade 


Hearing Aid 


Wildroot Co., Inc. Cream Oil 
Wood, J. R. & Sons, Inc. Jewelry 
Zonite Corp. Zonite 


Zonite Corp. Larvex 


=| co NEW BEDFORD 


BRIDGEPORT 


eee NEWARK 


F PHILADELPHIA 


AgPeae 
S PORTLAND 


parade Cities 7 


*Philadelphia Record 
Started March 3, '46 


*St. Paul 
Sunday Pioneer Press #P9"® 
Starting April 7,'46 orl 
ndve 
ee ion 
Wichita Eagle ee 
Started March 3, '46 entic 
otic 
*Fort Wayne ake 
Journal-Gazette JPost 


Started Jan. 6,'46 
Akron Beacon Journal 


Bridgeport Sunday Post 


WOME Fh 


Chicago Sun 


Denver 
Rocky Mountain News 


Detroit Free Press 
El Paso Times 
Indianapolis Star 


Jacksonville 
Florida Times-Union 


New Bedford | . 
Standard Times 


Newark Star-Ledger 


Portland (Me.) 


Sunday Telegram : 
Syracuse Hite 
Herald-American bint 
Toledo Times : ; 
Washington Post : 


° 
Youngstown Vindica‘or §,,. 


ae ‘ . : ‘ 
ee 
gg 
Sat 
ee } 
re: : 4 Bs 
“we 
é 
a Me .. S “ - : 
is, he ’ ie a ae Os i eC aes. ® 
. ‘ > % Re FP es gains: ah = 2 
" re aS, | : oo So . 
‘ Se Ga es ve . 
” om . P ATS cee ‘saat a : 
7 _~ ee ga & : 
4 i . Becks. ‘ { —~ ‘ , ae: 
~ Basen. 2. meet - ne : é 2 
a SE A an va ee 
» s a ae a Aa 
: nae ee ee ' 
: * . ann ® ee eat a ee Feet etl oc? = So ene a 
a e \ aC) Bia T OLE DO ; oe ee Sree 
5 aii ‘ ye aes , a ; *« A K RO N fe ee ee re ge f 
Se SN a? 6 ‘ : ae : f an ~~ oe b *y 
ae ee FORT WAYNES See YOUNGSTOWN Tiiaga hi 
: ae y ate. a ete 8S. em | x 
: eae ee IDE NVE R f, em Be eee a * e : es ae ; ' 
: | ene = bees rn Se oe Beet S WASHINGTON 
: BO ey ee ee To, @ INDIANAPOLIS Tage Es 
5 eae ea, Led 4 Bsc oe CE OE en ira ‘io Aen ieee ae é a 
Pe pes RM es ee eet Bee 3. [ eee ' 
By ea Peg a ee noe ee pe hae SS ag AN Reet ARG Tea: acy PSG > SRE ae * ee . A 
ee ee ee ge a i eg ae Dat, So te et es yo ee ee , 
| . pees Sg ee ce : . 
— ie bei te ee oo Lene 
Ce PR PREP pene ae ‘e Sak Pe a ect a : {a ae <i oo 
RE a a Pe ey ON cia ocean Vc? / Sa ¥ 
. sea - ‘> ROMS, Scope ees a See } . : 
me Boe eat i 
7 ES < : 
i F, a oe! 
ssolitadl Beene gi te 
el oS ek oe ORRIN ages Se PAAR Ee 7 Yas 
— a a Bet 
= Fee Se aes ee ae Lo 
a me EL PASO Bes ; sears ao = eo oe 
“7 : eo Fe Sa Songtigan 2 Rice one rs i 
iy Bee ar ee a oe ~ T egees AA CO ae aie ae ee ase. ses ! 
7 ; ee nc ee a Ee eee a ton 8 Ste sete 3 
: Ce. ee AA bie open ane a ca ie 0 
: Bait = Mare He pear! eae . eee wie ee eee 
. ea. Sei eee as a RR oat ea . ea, a 
: . a ae “eee we 8 f ie set 5 cg 
4 i at aac” epg Pee * : See ie 
“es a bs a —— ea. 
“= he ea ae ‘3 See 
edt rare oe  - _ - Se JH. 
Bs eee 
: SiG 2 A 
™ > | ft 
4 
j — Advertisers Who Have Capitalized parade’s Leadership in Readership fm || |) s 
. - 
a 7 * ; 
i a a a pare 
fe ershi 
4 ee ecti 
a a 
. 
a ee page 
i 
a ™ nter 
here . 
¥ e. pring 
x Bes , ars 
satis 
ey 
4 a : 
BS ‘ g y 
ov pe m 
, ee 
ci 
- 
* eo ‘oe ~ x ae ‘ gi mt - : "3 = ; i r: eh ; a Ate: - J ° ‘ ne. ; kf : i : 7 } a Fa * ‘ . . 


r Press 
46 


gle 
|, 46 


rette 
‘46 


Journal 
lay Post 


n News 
Press 
nes 
Star 


lle 
-Union 


nes 
Post 


ndica‘or 


parade editors build the 
orld's finest show-case for 


ion of subjects with pre- 
proved power to compel at- 
ention. A continuous chain of 
otion-picture-in-print interest 
akes every page premium 
position at no extra cost. 


parade’s leadership in read. 
ership, sampled above in con- 
ection with article, ‘‘Home 
ront Carpenter,’’ doesn't just 
appen. It is planned, built, 
page by page. Pre-tested edit- 
ng provides continuous peak 
nterest—stimulates response— 
brings lowest cost per reader. 


| ed like a motion-picture-in- 
Pr’, parade holds its man, 
‘an and teen-age family 
NU ence from first page to 
c: Your ad plays to more 
Pe ole per dollar — gets an 
© orial push to plus sales. 
Sunday reading in more 


0 
h 3,000,000 families. 


ndvertising by planned selec- 


three million! 


“LEADERSHIP IN READERSHIP” now goes to 19 Key Markets 


The addition of the Philadelphia Record, 
Wichita Eagle, Fort Wayne Journal-Gazette and 
St.Paul Sunday Pioneer Press now brings parade 
to a 3,000,000 guarantee in 19 key markets. 


Starting from scratch four years ago, parade 
has added every unit of this circulation through 
the compelling power of an editorial formula that 
swiftly gained leadership in readership. 


This formula placed parade in a class by itself 
—_made it a unique publication — an actual 
‘“‘motion-picture-in-print.”’ Built upon universally 
interesting subjects—non-controversial and pre- 
tested for arresting power—-parade scored an 
instantaneous success. Big circulation and ad- 


vertising linage gains naturally followed. 


And because the editors of key-market papers 
have been quick to appreciate parade’s reader- 
winning power, parade has steadily expanded 
during the four most difficult years ever faced by 
publishers—-has won and widened its objectives 
in nineteen important cities—has become a truly 
national sales-making force for advertisers. 


All over America, men, women and teen-agers 
in 3,000,000 families now rate parade tops in 
readership. This fact, coupled with parade’s low 
rate per page per thousand, makes parade the 
biggest dollar value in advertising! Join the 
smart advertisers who are discovering parade! 


Contact your nearest parade Office or Representative 


405 Lexington Avenue 
New York 17, N. Y. 


Keenan & Eickelberg 
235 Montgomery St., San Francisco 4 


———— 


THE CHICAGO SUN — 


135 So. La Salle Street 
Chicago 3, Illinois 


3975 Penobscot Building 
Detroit 26, Michigan 


Keenan & Eickelberg 
411 West 5th Street, Los Angeles 13 
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‘Reader's Digest’ Will 


Have Jap Edition 

The Reader’s Digest plans a Jap- 
anese edition, to be published in 
Tokyo beginning in May. Articles 
printed in the American edition 
will be flown monthly to Japan for 
translation and printing there, said 
Dr. Barclay Acheson, director of 
international editions for the Di- 
gest. Dennis McEvoy, formerly in 
the Marines, will be in charge. 
The Japanese edition will be the 
seventh of the magazine’s foreign 
language editions. 


Lion Uniform to Hutzler 


Lion Uniform Company, Dayton, 
O., manufacturer of work uni- 
forms, has named Hutzler Adver- 
tising Agency, Dayton, to handle 
its advertising. National maga- 
zines and trade publications will 
be used. 


Griswold to Silex 

Arthur R. Griswold has resigned 
as public relations director for the 
CPA’s New York regional office to 
join the advertising and publicity 
staff of the Silex Company, Hart- 
ford, Conn. 


SPLIT-SECOND TELLING 


Like storm-clouds gathering a cosmic charge of 
electricity. . stocks of long-awaited merchandise 


begin to rumble a promise of relief for America’s ™ 


parched population. \ Though the sound is 
thin and far away.. it’s coming! \ Suddenly, 
almost before distributors and dealers know it, 
the storm will break. Clouds will open. . raining 
refrigerators and radios, candies and clothing. 
\« How to let the public know? How to pass the 
buy-word.. quickly, dramatically, like light- 
ning? \« Radio! \& Radio flings your message in- 
stantly. As fast as lightning. As wide as the sky. 
“ Westinghouse stations, with ready-made and 
eager audiences, will put you quickly in touch 
with buying-power in six great markets. Fort 
Wayneand Philadelphia. Bostonand Pittsburgh. 
Springfield, Mass., and Portland, Ore. Primary 
areas alone embrace 18 million people. # Be 
wise! Use foresight! Arrange today for the 
prepared programs and readied spots you'll 
want tomorrow.. on Westinghouse stations 
KDKA, KYW, WOWO, WBZ, WBZA, and KEeEx. 
Represented nationally by NBC Spot Sales— 
Except KEx. KEXx represented nationally by 
Paul H. Raymer Co. 


WESTINGHOUSE RADIO STATIONS INC 
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Oakite’s Regionc] 
Contests and Ads 
Build Local Sales 


New York, Feb. 26.—Oak ite 
Products, Inc., national advertise, 
using magazines, newspapers 
business papers and radio for its 
household and industrial cleansers. 
has resumed its unusual method 
of building regional sales, found 
|so successful before the war. 

The method consists of regions) 
contests, usually of one month's 
duration, conducted in conjunction 
with a local fur dealer, who works 
with Oakite in promoting the com- 
petition in newspapers, on the 
radio and by means of cOnsumer 
handbills and grocer tie-ins. 

Oakite has two current contests, 
one in Chicago ending Feb. 28 
and a second in Philadelphia, run- 
ning through March 17. Small- 
size ads in all Chicago newspa- 
pers give the contest rules, with 
entries to be submitted to Oakite’s 
Chicago office. Tie-in dealer is 
Evans Fur Company, which puts 
up the two main prizes of 1946- 
styled fur coats. The midwest edi- 
tion of Woman’s Day also carries 
ads promoting the contest, which 
requires letters of 50 words or less 
on ‘Why I prefer Oakite for all 
my housecleaning.” Ten additional] 
prizes are given of a full year’s 
supply of Oakite cleanser. 


Fox-Weis in Philadelphia 


In Philadelphia, Fox-Weis Com- 
pany, Inc., supplies the two fur 
coats, and promotion includes ads 
in all Philadelphia and Camden 
newspapers and the mid-Atlantic 
edition of Woman’s Day. 

Both contests ask entrants to 
include grocers’ names and ad- 
dresses “to qualify him for a spe- 
cial prize if you win.” 

Oakite’s initial competition after 
the war took place last October in 
New England, with I. J. Fox co- 
operating, and promotion included 
newspapers, Woman’s Day, and 
radio advertising on home eco- 
‘nomics programs on the Yankee 
Network, and WBZ-WBZA, Bos- 
ton-Springfield. 

Although Oakite did not reveal 
actual figures showing increase in 
regional sales as a result of the 
contests, the company’s package 
division reports the current con- 
tests “are pulling very well, while 
the New England contest went 
beyond our fondest expectations.” 

Oakite’s agency is Calkins & 
Holden, New York. 


Forms Radio Section 


Radio Manufacturers Associa- 
tion, Chicago, has formed a new 
amateur radio activities section 
with William J. Halligan as chair- 
man. Its purpose is to act as a 
clearing house of information con- 
cerning new products needed by 
amateurs, to establish standards of 
good engineering practices relative 
to amateur radio equipment, and 
to work closely with the American 
Radio Relay League. 


. ’ . 

Appoints O’Sullivan 

J. E. O’Sullivan, formerly wi'4 
Pathfinder, Philadelphia, has becn 
appointed advertising represent.- 
tive of The Rotarian and Revis‘4 
Rotaria (Spanish edition), to cover 
Michigan and Ohio, with heac- 
quarters at the general offices f 
these magazines in Chicago. 
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In Seattle... 
cevuphity NO 


Royal Brougham 


Wherever you travel around the Pacific Nlesshwvest ... among followers of school athletics, in stadiums packed with 
professional sports enthusiasts or out in the sand lots where the kids are tossing a ball around . . . you'll find that Royal 
Brougham is a well-known personage. They all respect and like him, too, not only as Sports Editor of the Seattle Post- 
Intelligencer, but also as a battler for honesty in professional athletics and a constant crusader for new and 


better playfields and gyms for the kids. 


Royal has annually promoted such outstanding local sports events as the Golden Gloves, 
Silver Skis downhill race on Mount Rainier, the local All American boy baseball game, State Cham- 


pionship junior golf tournament and the Hole-in-One golf tournament. 


All of these helped to build his reputation as a man who does things . . . but when 
the war broke out Brougham rolled up his sleeves and really went to work. As 
chairman of the Northwest Camp and Hospital Council and chairman of the Seattle 
War Athletic Council, his committees raised over a quarter million dollars for 
hospitals and servicemen’s recreational facilities, including the installation of a 
new, modern all-purpose sports field at a local Naval hospital for the rehabili- 
taticn of the wounded —a project which was paid for entirely 


from the proceeds of Post-Intelligencer sports promotions. 


Royal Brougham typifies the progressive spirit of the Seattle 
Post-Intelligencer, whose alert local staff has helped to establish 


it as the great newspaper of the great Pacific Northwest. 
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seattle 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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1,000,000 


AVERAGE MONTHLY NET PAID CIRCULATION 


1936 §=6©1937' 1938 1939 


1940 «1941 «1942, 1943" = 1944** 1945** 1946** 


800,000 


750,000 


700,000 


650,000 


CIRCULATION | 


600,000 


550,000 


500,000 


450,000 


phasis. Pasi 


* Includes six months School Circulation 


*2k Includes School Circulation 
(Taken from A.B.C. Reports) 
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QUARTER 


1946 


The steadily mounting circulation of POPULAR SCIENCE — °S 
MONTHLY gives ample evidence of its place in the mincs 
of the public. ¢ Its mounting advertising revenue estab- 


lished its place in the thinking of advertisers and those | °* 


verage Monthly 
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SCIENCE 
y mincs 
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[y\ Circulation 


1936 ©1937 «1938 =: 11939 


1940 


1941 


TOTAL GROSS ADVERTISING REVENUE 


1942 


1943 


1944 


1945 


$1,500,000 


1,400,000 


1,300,000 


1,200,000 | 


ADVERTISING 


1,100,000 


1,000,000 


900,000 


800,000 


700,000 


600,000 


500,000 


egents who know by evidenc 


e and experience the value 


of the primary market it covers. @ “The shape of things 


to come” should make the 


exciting for both readers and 


next 10 years even more 


advertisers. 


{Taken from P.1.B. Records) 
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50 PERSONALIZED 


1 BOOK MATCHES 
! Mailed to your customers 
each month for 12 Months for 175° 


Gift packed in transparent acetate boxes with your 
personal card or printed message enclosed. 


Se 


For this mailing service, for 12 months postage included, 


, the price is $17.50 per customer. 


Fifty book matches with the 
names or initials of your custom- 
ers will be monogrammed in gold 
g or silver on different colored book 
@ matches each month; and mailed 
to your customers once a month 


vee: 


for one year. All you have to 
furnish are the addressed mailing 
stickers and your personal cards, 
or printed message — we handle 
the mailing and pay the postage. 
Minimum order is 5 names. 


Send us 5 names and your check for $87.50 and we will show 


you remarkably favorable comments from your customers. 


earl THE PERSONALIZED MATCH COMPANY 
_ Suite 722 +» 82 West Washington Street * Chicago 2, Illinois 


ne 
AWK 
ar 
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Opens Coast Office 


Champion Paper and Fibre 
Company, Hamilton, O., has 
opened a new district sales office 
in the Mills Tower, 220 Bush St., 
San Francisco, to provide direct 
service to the Pacific Coast terri- 
tory. Clarke Marion, vice-presi- 
dent of the company and former 
manager of the Champion mill in 
Hamilton, will be in charge. 


Offers Calendar 


“This Shrinking World,” a dis- 
cussion of modern transportation 
and its effect on the world family, 
is the subject of the new calendars 
put out by the tabulating machines 
division of Remington Rand, Inc., 
New York. The calendar, which 
contains six illustrations with a 
two-month calendar on each page, 
begins with February, 1946, and 
runs through January, 1947. 


To Charles W. Hoyt 


Industrial Electronics Corpora- 
tion, Brocklyn, manufacturer of 
precision electronic equipment, has 
placed the advertising of its Simp- 
lon radios with Charles W. Hoyt 
Company, New York. 


Movie Stars Say 
"RC Tastes Best’ 
in 1946 Nehi Ads 


Columbus, Ga., Feb. 27. — Nehi 
Corporation has launched its 1946 
campaign in national magazines, 
motion picture magazines, comic 
books, one-minute spot announce- 
ments on more than 275 stations, 
local programs sponsored by Royal 
Crown cola bottlers, and monthly 
24-sheet posters from coast to 
coast. 

Motion picture stars again high- 
light Nehi’s magazine ads, as does 
the slogan “RC is the quick way 
to say .. . Royal Crown Cola, best 
by taste-test.’”’ Testimonials in the 
star’s handwriting form the copy 
of monthly pages in color in Life, 
|with the star holding a bottle of 
| Royal Crown in her hand, Half- 
| Pages in black and white, also in 
|Life on alternate schedules, show 
balloons with the bottle therein 
and the siar’s testimonial. 

In March, a half-page in Good 


Space men are also seeing some dig figures... 


NERS shaggy 


~ - Le a 
oe ae iattien e 


t 


PSYCHIATRY 


“I wouldn’t worry about it. A lot of space buyers tell me they 


keep seeing those same little figures” 


when they look at the total adver- 


tising lineage carried by The Cincinnati Enquirer. Every year since 1938, it 
has topped the two other Cincinnati newspapers by a healthy margin. In 1945, 
for instance, it carried a substantial 3,549,403 more lines of advertising than 
its nearest competitor. Reason: more and more advertisers are finding it’s more 
profitable to use the newspaper in Cincinnati that reaches SOLID Cincinnati... 
the solid, substantial, bank-account-back-logged citizens of this 1,155,703-pop- 


salad 


ulation trading area who start the day with The Enquirer. Represented by 
Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati. 


Advertising Age, March 4, 1945 


Housekeeping will also feature a 
movie star, tying in recipes ang 
food suggestions to use with ‘he 
cola drink. “RC for me!” the stars 
proclaim in half-pages in a large 
list of motion picture magazines 
to be used this spring. Later ip 
the summer, some newsPaper po- 
motion is planned. 

“The adventures of ‘R.C.’ and 
Quickie,” Nehi’s two comic char- 
acters whose exploits and love 
of Royal Crown cola have been 
used for the past two years, again 
will appear in comic groups such 
as Fawcett Comics and Nationa] 
Comics, and in a group of standard 
youth publications. 


Continues Booklet 


Conscious of the importance of 
the juvenile market in selling a 
| bottled drink, Nehi’s bottlers con- 
tinue to write, publish and dis- 
tribute free “How to Organize a 
Teen-Age Club,” a booklet now 
in its eighth printing. The bottler: 
also issue a monthly pamphlet, 
“Teen Talk,’ containing news and 
notes of teen-age clubs. 

Nehi calendars for the youth 
market will portray a motion pic- 
ture star for the first time this 
year, with Diana Lynn, young 
Paramount star, endorsing “RC 
for Me.” Other display material 
includes lamp pulls, window cards 
and car cards in selected markets 

This year’s campaign was pre- 
sented in detail to Royal Crown 
| bottlers all over the country in a 
|series of regional meetings during 
January. Because of the current 
|shortage of sugar, the drive is on 
the same scale as last year, it is 
understood, but no details have 
been disclosed about the amount 
of the advertising appropriation. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Farm and Home Edition 


to Appear Weekly 


Starting Sunday, March 3, a sep- 
arate farm and home magazine to 
be known as the Iowa Farm and 
Home Register will be distributed 
to Iowans on the first Sunday of 
each month as an additional sec- 
tion of their Des Moines Sunday 
Register. This new section is an 
outgrowth of the Iowa Farm Reg- 
ister, formerly published twice 
each year. 

The advertising department of 
the magazine will be under the di- 
rection of Richard C. Lee, Register 
and Tribune farm advertising 
manager. 


Lucky Tiger to Owens 


Lucky Tiger Mfg. Company, 
Kansas City, Mo., maker of hair 
tonic, shampoo and deodorant, has 
appointed Merritt Owens Adver- 
tising Agency, Kansas City, to 
handle its advertising. All adver- 
| tising will be developed around an 
animated trademark, “Little Lucky 
| Tiger.” Advertising will appear, 
| beginning this month, in Collier's 
Life and The Saturday Evening 
Post, and is already appearing 10 
about 150 newspapers. In addi 
tion, spot radio will be used 0 
most major markets. 


Drops Standard Line 


William R. Warner & Co., New 
York, has discontinued the proc uc- 
'tion of all Warner tinctures, elix- 
‘irs, fluid extracts, tablets and pills 
|U.S.P. and N.P. The company 11 
‘tends to further its research ac- 
| tivities and expand the produc io? 
and promotion of all its trae 
marked preparations. 


Photostat divisions 
540 N. MICHIGAN AVE 
185 N. WABASH ¢ 'E 

410 N. MICHIGAN AVE 
111 €. DELAWAR: P 


Photography 540 N. MICHIGAN AVE. 
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AA Buys Figures 
on ‘45 Newspaper 
Ad Expenditures 


New York, Feb. 28.— Through 
n arrangement with Media Rec- 
rds, Inc., ADVERTISING AGE will 
nortly present a detailed analysis 
f individual advertisers’ expendi- 
‘ures in newspapers during 1945. 

No figures on the dollar expendi- 
ures of national advertisers in 
newspapers have been available 
for publication for several years, 
since Media Records has heretofore 
made the compilation exclusively 
for the Bureau of Advertising, 
ANPA, which has refused to per- 
mit publication of any of the fig- 
ures outside its own annual “Ex- 
penditures of National Advertis- 
ers.” This year the bureau has 
decided not to purchase the Media 
Records tabulation, and its ex- 
penditures book will not be issued. 

ADVERTISING AGE, Editor & Pub- 
lisher and Printers’ Ink will 
finance a study by Media Records 
of expenditures by national and 
regional advertisers, probably in- 
cluding all those who spent $5,000 
or more in 312 newspapers in 108 
cities. The analysis will include 
the expenditures records of all im- 
portant advertisers in this classi- 
fication, and should be ready by 
the end of March. 

Figures compiled by Publishers’ 
Information Bureau, covering ex- 
penditures by important advertis- 
ers in magazines, farm publications 
and network radio, also will be 
published by ADVERTISING AGE 
in March, 


WALDO B. HOFFMAN 

New York, Feb. 26.—Waldo B. 
Hoffman, advertising director and 
a partner in publication of PoOst 
Exchange, died here last Wednes- 
day. Mr. Hoffman, long associated 
with his brother, Irving M. Hoff- 
man, as a representative in the 
outdoor field, was a founder of 
Post Exchange in 1941. 


G. B. DEALEY 


Dallas, Tex., Feb. 27.—George 
Bannerman Dealey, owner and 
publisher of the Dallas News, died 
at his home here yesterday after 
a brief illness. He was 86. 

Up until the time of his death, 
the veteran publisher was active 
in News’ affairs. He had put ina 
full day’s work Monday at his 
News’ office and attended a dinner 
that evening. He was stricken 
after reaching home. 

Mr. Dealey had been connected 
with the same newspaper publish- 
ing firm for 71 years. He has 
headed the News’ organization 
since 1919, obtaining control of the 
morning daily six years later. 

His publishing career began 
with the Galveston News—as a 
mail boy when he was 15 years 
old. Eleven years later Col. A. H. 
Belo, owner of the Galveston daily, 
decided to launch a new paper in 
Dallas and Mr. Dealey was sum- 
moned to become its first business 
manager, 


H. A. EVERLIEN 


Chicago, Feb. 27.—Funeral serv- 
ces were held here today for Her- 
nan A. Everlien, 58, general sales 
nanager of the mechanical goods 
livision of the United States Rub- 
er Company. Mr. Everlien, who 
nade his home in Chicago, died in 
New York Feb. 21. 


Booklets on Bottles 


Every bottle of Royal Banquet 
Blended Scotch-type whisky made 
+y Gooderham & Worts, Peoria, 
(iL, mow carries a watch-pocket- 
ize 16-page booklet entitled: 
‘What You Should Know About 
toyal Banquet.” The booklet de- 
cribes how Scotch whisky is dis- 
illed abroad and tells the lengths 
© which Gooderham & Worts has 
sone to duplicate these processes 
n this country. 


Oshkosh Luggage . 
to Be Promoted 


Return of a limited supply of 
Oshkosh trunks and luggage to 
the civilian market is announced 
in a two-color half-page adver- 
tisement in the March issue of 
Holiday and the company, Oshkosh 
Trunks & Luggage, Oshkosh, Wis., 
plans to follow this initial post- 
war ad with additional space in 
Holiday and other national maga- 
zines. 

The opening ad, urging con- 


Oshkosh,” is reproduced in a four-| furnishings, it was unable to hire 


page, 
dealers, outlining the company’s 
plans for expanded postwar pro- 
duction. 


Denies OPA Charges 


Answering an OPA injunction 
suit, Montgomery Ward & Co., 
Chicago, last week denied that it 
made overcharges to customers by 
transferring 176,000 orders from 
Chicago to various branch offices. 

Ward explained that in 1944, 
when OPA claims it made over- 


sumers to “wait for the genuine|charges on apparel and household 


two-color folder sent to | 


a staff large enough to fill all 
orders reaching Chicago. It added 
that the different prices on mer- 
chandise were in effect before the 
OPA was set up, and were based 
on competitive practices in the 
respective areas. 


Eleanor Dunn Moves 


Eleanor Dunn, formerly adver- 
tising manager of Helena Rubin- 
stein, Inc., New York, has joined 
Advertising House, New York, to 
work on Helena Rubinstein and 
other accounts. 


27 
To Chambers & Wiswell 


Minshall- Estey Organ, Inc., 
Brattleboro, Vt., has named Cham- 
bers & Wiswell, Boston, to handle 
its account. 


... typical of the high stakes in the Sunbelt 
Farm Market of America 


Thick, juicy steaks . . . $393,745,000* worth of them ... come from 
the Sunbelt Farm Market of America where warm sunshine, a 
long growing season, and rich soil produce 15% of the nation’s 
beef supply. The editors of FARM AND RANCH know these herds 
of cattle that run the range the year ‘round. In 1928 they inaugu- 
rated the breeder-feeder movement, expending their time, their 
money, and intensive editorial support to the movement until it 
gained the full accord of the cattle-raisers of the Southwest Sun- 
belt Farm Market. “Feeding out” the cattle has resulted in size- 
able increases in cash income to the region. Activities like this 
through the years have made FARM AND RANCH first in reader 
interest. That’s why your advertising in FARM AND RANCH 
delivers sales impact to the dealers, the farmers, and the ranchers 
of the Sunbelt Farm Market of America, your vital one-sixth of 
the total American farm market. 


*Farm Income Situation, U. S. Dept. of Agriculture, April, 1945. 


crops. 


Tapne 


DALLAS, TEXAS 


St. Louis. 


West Coast Representatives: Simpson-Reilly, Ltd., Russ 
Building, San Francisco, California; Garfield Building, 


Los Angeles, California. 


THE VITAL 6TH of the 


American Farm Market 


The Southwestern Sunbelt 
represents a vital one-sixth 
of the total American farm 
market. The Sunbelt states: 
Texas, Oklahoma, Arkan- 
sas, Louisiana, and New 
Mexico, are big states with 
farms twice the size of the 
national average. The bal- 
ance of its farm products is 
unparalleled in any other 
region. Sixteen percent of 
the nation’s farms are 
located within the South- 
western Sunbelt Farm Mar- 
ket—producing a year 
‘round harvest of money 
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Branch Offices: 52 Vanderbilt Avenue, New York; 75 East 
Wacker Drive, Chicago; 205 Globe-Democrat Building 
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Sears to Build Second 


Store in Kansas City 


Sears, Roebuck & Co., Chicago, 
has disclosed that it will build a 
second retail store in Kansas City, 
Mo., at a cost of $1,000,000. 

The store will be located in the 
country club district, a residential 
area on the opposite side of the 
city from the old department store, 
which is operated in the mail order 
plant. This marks the ninth large 
new retail establishment in the 
company’s program of expansion 
and replacement of outlets. 


Sylvania Names Gilpin 


Harold P. Gilpin, formerly man- 
ager of equipment tube sales of 
Sylvania Electric Products, New 
York, has been named assistant 
general sales manager of the radio 
division. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


BUFFALO'S 

AMERICAN 
BROADCASTING 
| COMPANY 


STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


- BUFFALO | 
BROADCASTING 
‘CORPORATION 


RAND BUILDING, BUFFALO, NEW YORK 
National Representative: FREE & PETERS, INC 
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7 2 , Mr. Dreiske served as an execu-| Lake City) as well as for Chester,|unit has been added in conjun:- 
Dreiske Directs _,,” | iBag | 


in the automobile industry 
from 1914 until he started his war- 
time service with the Navy. F. H. 
Yarnall is chairman of the com- 
Dealer Account |/mittee in charge of the dealer ad- 
Chicago, Feb. 27.—J. Walter|vertising fund for the Chicago 
Thompson Company, which last/| dealer branch of the company. 
month quietly took over Ford| The Chicago metropolitan ac- 
dealer advertising in the Chicago count formerly was handled by 
area (AA, Jan. 28), announced | Maxon, Inc., Detroit. In addition, 
this week that Victor C. P. Dreiske,, JWT handles dealer advertising 
recently released from the Navy, | for the Pacific Coast region (in- 
will be account executive in | cluding Los Angeles, San Fran- 
charge. cisco, Seattle, 


Chicago Ford 


'Pa., Atlanta, Charlotte, N. C., and 
Jacksonville, Fla. Other dealer 
regions continue with Maxon. 


Pyrene Renames Line 
Pyrene Mfg. Company, Newark, 
N. J., has discarded 11 trade 
names, well-established in do- 
mestic markets, in favor of a single 
trade name and more infcrmative 
labeling. Name plates have been 
completely redesigned for quicker 
identifiction and more legible in- 
|structions. Assorted trade names 


Denver and Salt! have been dropped and the type of 


tion with the Pyrene name. Fy 
example, a Fastfoam extinguish, 
becomes a Pyrene Foam. Due 9» 
difficulties peculiar to foreign ma - 
kets, the old trade names will |e 
retained for the time being on e> - 
port extinguishers. 


Williams Joins Prater 

Ray D. Williams, formerly as- 
sistant radio director of Anfenge«r 
Advertising Agency, St. Louis, his 
been appointed radio director «f 
the newly-formed Prater Adve) - 
tising Agency, St. Louis. 
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| Curtis Appoints Ellis 


Travel Firm to Chicago 


idvertising Age, March 4, 1946 


they have served these American 
clients well, throughout the Lon- 


‘Howe Opens in New York| Won’‘t Snag Own 


4elene Curtis Industries, To-| The Howe Service, which edits 


: - ‘don blitzes and hampered with 
‘to, has appointed Ellis Adver- sales literature and house organs A oun F( AB s / ; 
ng Company, Toronto, to handle 'for industrial concerns, has opened ccou ts, | Short staffs. Their fears of a com- 


; | a j 
‘tising for Suava cosmetic for|an office at 154 Nassau St., New " 7 petitive battle reached Colonel 
rt ° | York, to service eastern accounts. Promises Britons Berk, who is in London on a four 


|Allen A. Raymond Jr. has been| London, Feb. 22.—Fears of Brit-| months’ visit, and he promptly is- 
named manager. \ish agencies that Foote, Cone &| sued a statement pointing out that 
|Belding’s new European division| FC&B intends to bring new busi- 
/would lure away their present ness here and to operate in accord 
American accounts were allayed| with the highest standards of the 
this week by Col. Harry A. Berk, | profession. 


+; 
i 


at 


‘yavel Anywhere, Inc., trans-| Appoints Hayhurst 
portation and _travel consultant | F. H. Hayhurst Company, To-| 
which will service commercial aC-|ronto, has been appointed to 


British agencies consider that ' only in America. 


office at 10 S. LaSalle. ‘manufacturer of writing paper. 


Announcement of a Victory Day for venture capi- 
tal—a day that would mark the striking off of 
the shackles that hamper the free movement of 
money into new enterprises—would be cause for 
universal celebration. On that great day, the 
barricades of labor strife, hamstringing regula- 
tion and confiscatory taxation would be removed 
from the road to maximum employment and 


production. 


We, at Chilton, feel that providing better jobs for 
more workers requires that venture capital be 
encouraged to take the risks inherent in the 
financing of job-creating enterprises. We believe 
that a paternally planning government which can 
create nothing, cannot foster the growth of the 
economy of this great nation—this is a job for 


venture money and individual initiative! 


100 East 42nd Street 
New York 17, N. Y. 


‘ CHILTON 
A CHILTON COMPANY, (Inc.) P. ch ’ 


Chestnut at 56th Sts. 
Philadelphia 39, Pa. 


= 
) 


~~, 


Chilton sources and influence are world-wide. Together 
with another publisher, Chilton Company, (Inc.) has 
2n equal interest in Busine Publishers International 
Corp., publishing THE AMERICAN AUTOMOBILE 


(Overseas Edition); EL AUTOMOVIL AMERICANO; IN- 
GENIERIA INTERNACIONAL INDUSTRIA; INGEN- 
IERIA INTERNACIONAL CONSTRUCCION; and EL 

FARMACEUTICO. 


JOURNAL AND REVIEW OF OPTOMETRY « THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE AND AVIATION INDUSTRIES 
TION © THE SPECTATOR PROPERTY INSURANCE REVIEW * DISTRIBUTION AGE 


He said competitive | 
‘counts as their passenger traffic| handle the advertising of Eaton, | Vice-president in charge of the | accounts will not be accepted even 


‘department, has opened a Chicago Crane & Pike Company of Canada, | agency’s international division. if the prospective clients operate | 
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The new British agency, with 
headquarters here for all of 
Europe, will have an American as 
its managing director, and all key 
posts will be held by Americans, 
Colonel Berk said. However, serv- 
ices of a British research expert 
may be enlisted. Identity of the 
manager will be disclosed within 
the next two weeks. 

Surveys of the British market 
will be made for American clients, 
while U. S. surveys will be made 
'available to British manufacturers 
and other advertisers who may be 
interested in that market. 


Taylor Named Y&R V.P. 


Glenhall Taylor, manager of the 
| Hollywood radio office of Young & 
Rubicam, has been named a vice- 
president of the agency. 


COLUMBIA 
NETWORK 


be a 


DAY an 


a 


BROADCASTING 
CORPORATION. 
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Sales Executives’ Group 


to Convene in Chicago 

The National Federation of 
Sales Executives will hold its 11th 
annual convention in Chicago, May 
20-23, at the Stevens Hotel. “Sell- 
ing in an Expanding Economy” 
will be the general theme of the 
sessions. 

Harold D. Laidley of Cleveland, 
general chairman of the conven- 
tion committee, said that more 
than 1,500 persons are expected to 
attend the meeting. National lead- 
ers prominent in business, indus- 
try and government will speak be- 
fore the convention. 


Superba Uses Magazines 


Superba Cravats, Rochester, 
N. Y., through Geyer, Cornell & 
Newell, New York, has scheduled 
half and full-page insertions in 
two and four colors to appear al- 
ternately and at regular intervals 
in Collier’s and Life. Copy, which 
will break March 8, will feature 
four Superba style lines and stress 
the slogan, “Fashioned to Your 
Personality.” Color illustrations 
will emphasize a “Personalized 
Color” theme. 


Four-Month Drive 
Scheduled for 
Goodall Fabrics 


| New York, Feb. 26.—Goodall 
Fabrics, Inc., will launch an ex- 
tensive consumer and _ business 
paper campaign for its fabrics in 
April, with the promotion to con- 
|tinue through July. 
| Four-color bleed spreads featur- 
|ing the Goodall fabric theme, 
|“Blended for performance,” are to 
appear in April, May, June and 
| July issues of The Saturday Eve- 
ning Post, and four-color bleed 
|pages using the same theme will 
/run in House Beautiful and House 
& Garden in April and May. 
A score of trade publications 
serving various industries in which 
| Goodall fabrics are used will back 
|up the consumer effort with direct 
|appeals to the industries involved. 
| J.J. Dacey Jr., advertising man- 
| ager, also announced that the an- 
‘nual Goodall golf tournament, 
| with the world’s leading pros com- 


ee 


= 
* Eas 
on 


peting for prizes of $10,000, will 
be held again over the Decoration 
Day weekend, 

Ruthrauff & Ryan is the agency 
in charge. 


Sign Cleveland Contract 


The Cleveland News, Plain 
Dealer and Press have signed a 
contract with their union pressmen 
providing for a weekly pay in- 
crease of $14.02 for day work. The 
three dailies were shut down dur- 
ing January after the pressmen 
struck for a $14.64 weekly wage 
increase. The publishers had of- 
fered $10.86. The strike ended 
Feb. 4 when both sides agreed to 
submit the matter to a board of 
arbitration. The new contract in- 
creases the vacation period from 
one to two weeks and provides for 
six paid holidays. 


Joins Chernow Agency 


Silvia Shields, formerly adver- 
tising and publicity director of 
S. Beck Shoe Corporation, 
Goodwins Associated Stores, and 
Martins, Brooklyn, has joined the 
Chernow Company, New York, as 
account executive, 


PRESTIGE— 


—is taken for granted 
when it's in 
AMERICAN EXPORTER 


Besson at long range, the foreign mer- 
chant or business executive is averse to blind ex- 
perimentation, which may lead to costly and time 
consuming disappointment. 


He is a good repeat buyer: And, when he has 
occasion to broaden his line, he seeks a norm by 
which to measure the dependability of new prod- 
ucts — to know that he is dealing with concerns 


whose names and trade marks are a guarantee of 
promises being fulfilled. 


Since 1877, buyers in every foreign market have 
depended upon AMERICAN EXPORTER to 


keep them currently informed concerning equip- 


ment, machinery and supplies available from the 
United States. 


EL EXPORTADOR 


AMERICANO 


Your advertisement in AMERICAN EX- 
PORTER will have the prestige of appearing in 


America’s oldest and largest export journal — in 
company with those of manufacturers and export- 
ers who began using this publication half a cen- 
tury ago. 


COMPLETE EVERY MONTH 
IN ENGLISH AND SPANISH 


AMERICAN EXPORTER | 


Johnston Export Publishing Company 
386 FOURTH AVENUE e NEW YORK 16, N. Y. | 


PHILADELPHIA * LOS ANGELES 


CLEVELAND . CHICAGO e ST. LOUIS e SAN FRANCISCO 
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Mark O’Dea, ex-agency exec. (mgr. of the old Lord & Thom: s 
agency, and founder of Mark O’Dea & Co., which now operatis 
as Sheldon, Quick & McElroy), is holding a one-man show <f 
30 paintings of flowers at the Ferargil Galleries, New York. M>. 
O’Dea recently resigned as public relations director of the Maritin e 
Commission. . . 

Maj. Charles E. Branham, national ad manager of the Atlania 
Journal, was decorated, a few 
weeks ago, with the Order of 
the British Empire in a cere- 
mony at the Interior Depart- 
ment auditorium in Washing- 
ton. Lord Halifax, British am- 
bassador, officiated. Maj. Bran- 
ham joined the Journal last 
November, following three and 
one-half years’ Army service. 
.. Lt. John F. Toomey, son of 
John G. Toomey, director of 
purchases for Park & Tilford, 
has been awarded the Dis- 


tinguished Flying Cross for c 
“extraordinary achievement” ADCRAFT KING—Harold M. Hastings, 


: : : _ right, celebrated his 20th year as secre- 
in bombing raids over Eu tary-manager of the Adcraft Club of 


= : : Detroit at a luncheon marking the event. 

A feature story in the Chi- With Hal |, here, is Robert Copeland, 
cago Sunday Trib a week ago Detroit manager of Kudner Agency, and 
described the cleverness of president of the club. 
several local men in the use 
of a few ingredients and a stove. Among them were Harlow Roberts, 
v.p. of Goodkind, Joice & Morgan, and Ken Shepard, owner of his 
own agency. Both men are Evanstonians. . . 

William H. Baldwin, pres. of Baldwin, Bowers & Strachan, Buf- 
falo, who used to be ad manager of Pierce-Arrow, gave some 
friends a demonstration, not long ago, at the Buffalo Historical 
Museum, to show how brawn, rather than gears, used to turn the 
1901 “Motorette” manufactured by Pierce. The car, which Mr. 
Baldwin drove from Buffalo to New York as a stunt a number of 
years ago, has been in the museum for the past 15 years... 

New directors 
of the Hartford, 
Conn., YMCA are 
Raymond A. ‘Gib- 
son, sales mgr. of 
Hartford Electric 
Light Co., and 
Clarence W. Van 
Beynum, mer. of 
the publicity dept. 
of Travelers In- 
surance Co. . . 
It’s reported that 
all records for 
student registra- 
tion in advertis- 
ing at the Uni- 
versity of Iowa 


be ke ig eee ahora president of Emil 
Brisacher & Staff, and rro einstrom, executive vice- 3 
president of Macfadden Publications, relax at the — been a. 
B-Bar-H ranch at Palm Springs, Cal., after attending the this your vy 4 
annual presentation of Photoplay's gold medal awards. Class in the 

Townsend Sys- 
tem of Advertising Evaluation taught by Harold J. Rowe, pres. of 
Ambro Advertising Agency, Cedar Rapids... 

Henry C. Bartlett, ad director of O’Connor, Moffatt & Co., San 
Francisco dept. store, has received word that he has been awarded 
the Bronze Star for “professional skill and tireless devotion to 
duty as a lieutenant in the Naval Reserve.” He was an air combat 
intelligence officer of a carrier-based torpedo squadron. . . Harold 
S. Falk, pres. of the Falk Corp., Milwaukee, has received a War 
Department certificate for his work as wartime civilian aide to 
the Secretary of War... 

H. James Gediman, New York 
regional mgr. for Hearst Adver- 
tising Service, was presented a 
wrist watch at a luncheon of the 
American Association of News- 
paper Representatives, a couple 
of weeks ago, in recognition of 
his service with the organiza- 
tion’s new business committee. 
. . Walter A. Coogan, director 
of the int’l div. of Sylvania 
Electric Products, left New 
York Feb. 21 for a month’s 
business trip to Mexico and 
Cuba. . . Robert B. Barry, for 
12 years director of relations 
for Nat’l Distillers before his 
resignation the end of last year, 
will sell his Greenwich, Conn., ; ts 3 
home and set out shortly on an —— 
auto trip. Bob still acts ascon- fF tA 4 ; 
sultant to the distilling firm. . . be ee “ces j 

George P. Gable, pres. of the 7 , — 

Gable Broadcasting Co. and the CELEBRANTS—Allan Bronfman, !«'t 
William F. Gable Co. in Altoona, vice-president of Distillers Corp.-S: 2 
Pa., is chairman of the veterans’ grams, cuts a birthday cake as brot' ° 
affairs committee of the Nat’) S@™ agen the yp tore . 5 
ai ’ on. e even was a4 inner in Vow 
Retail Dry Goods Assn. Mr. York celebrating Allan's 50th birthe +y 
Gable, a former v.p. of the 
NRDGA and twice a director, was prominent in the organizati = 
of Altoona’s veteran service plan. . . Steven Gegus, gen. mgr. 
Friend-Sloane agency, New York, and Irene Parrott, ed. of Ba?! 
Talk and Two to Six, were married at the Church of St. Nichols 
Manhattan, Feb. 15... 
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Give Artists Full 
Leeway in Ads, 
Benton Insists 


+ is in the main devoted to 
wrifying manufacturers’ products, 
d the fact they need glorifica- 
‘on indicates there must be some- 
; ing wrong with the products, 
yyomas Hart Benton asserted to- 


y at a luncheon meeting of the |of release dates which will close|of the New York Curb Exchange. | advertising in national magazines 


Act Directors Club of Chicago. 

The Missouri artist, famed for 
his “on the bias” paintings, de- 
clared that advertising men have 
not adequately tested how far 
they can go in using “fine art” 
in their campaigns. 

“IT suspect sooner or later,” he 
said, “that you will have to disso- 
ciate the product from the art. 
Nearly every company has facets 
of production that permit excel- 
lent art treatment, if the artist 
only gets a free hand.” 


Emphasize Single Product 


“The grave error of all cam- 
paigns,” Mr. Benton said, “is to 
put the emphasis on only one prod- 
uct,” rather than stress one or an- 
other production step. It is time, 
he urged, that advertisements be 
devoted in considerable part to 
revealing the place of American 
business in society. ‘Business has 
to prove its social function and 
justify its place in society,” he 
said. 

Mr. Benton declared that only 


New ‘True’ Schedule 


ness” has been greatly reduced.|the gap betwen “on sale” dates 
Admitting that many in the U. S.|and the actual cover dating. The 
consider French advertising art su-|™Magazine will continue to have 
perior to that of this nation, he two Christmas issues—December, 
observed that only the best French | 0" sale Nov. 15, and January, on 
illustrative art is “exported,” and 


Chicago, Feb. 26.—Advertising that U. S. advertising art is held 


in the highest esteem throughout lee Heads Publicity 


sale Dec. 13. The new setup does 


H. Vernon Lee Jr., recently re- 
leased from the Army and for- 


To ‘Nation's Business’ 


eastern advertising manager of the | 
Philadelphia News, and Robert 
Van Beynum, recently returned 
not alter established closing dates.|from the Army air forces, have 
|joined the staff of Nation’s Busi- 
ness. 


| ee ae 
Alba Nylon Appoints 
|merly with Albert Frank-Guenther | 


Joseph H. Dematthew, formerly | jts consumer advertising. 


j}and newspapers. Dealers tie-ins 
jand promotion will supplement 
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Alba Nylon Hosiery, New York, —e vege sale. : 
True, the Man’s Magazine, New |Law, has been appointed director/has appointed Moore & Hamm, THE LETTER SHOP, Inc. 


York, has issued a new schedule |of the public relations department |New York, to handle forthcoming bree ct eo <li tnd 


“one company in New York” and 
“two in Chicago”’—presumably | 
Abbott Laboratories and Hiram 
Walker for its Imperial whisky, 
for both of which he has done il- 
lustrations—now allow much lati- 
tude to the artist in choice of sub- 
ject and freedom of style. Other 
advertisers restrict artists so much | 
that art in advertising now “all | 
looks the same,” he pointed out. | 

Mr. Benton took the position) 
that business support of leading | 
artists is essential to the survival | 
of fine art. Business, and not the) 
private buyer, must support fine | 
art. History has shown, he as- | 
serted, that in any society art) 
must be supported by the dom-| 
inating element, and “business | 
people are the only ones who can | 
pay for it.” 

Advertisers must not only pay) 
for fine art but use it, he con-| 
tinued, adding that the “whole. 
answer is that the public will take 
what you give it. What you give 
the public will be a measure of 
your own intelligence.” 

Reeves Lewenthal, head of As-| 


| sociated American Artists, de-| 


clared that in the past decade the 
stigma attached to “art as busi- 


Leading Agencies 
Rely On Faithorn 
3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 


ation. Ad-setting, Engraving 
and Printing... all under 


ONE roof. Phone or write to 


HE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 
“White 


eg, 
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N CAMPBELL-EWALD offices across the country 
... writers feed blank pieces of paper around click- 
ing typewriter rollers . . . artists pin blank pieces of 
paper on easels and take up pencils and crayons. 
Advertisements are coming to life! 


Advertisements that will be seen in newspapers, in 
magazines and on billboards . . . that will travel the 
airways with the speed of light. 


Advertisements that will influence the sale of, and the 
public attitude toward, such products and services as 
cosmetics and motor cars, adding machines and auto 
accessories, household refrigerators and ranges, tires 
and other rubber products, steamship and air lines, 
utilities and financial institutions—and many more. 

Advertisements that people will believe and that will 
persuade people to buy. 


What’s behind the blank pieces of paper? 


Not alone the creative skill of artist and writer who 
know how to move the emotions and the minds of 
people. There is more than that behind the kind of 
advertising Campbell-Ewald produces. 


There are media men studying circulations and 
markets, determining where and when it is best to 
advertise. There are research men uncovering the 
buying habits of people, their needs, their desires, their 
likes and dislikes. There are public relations men, 
production men—men and women with dozens of 
other expert and specialized skills. 

All these Campbell-Ewald provides in abundance. 
But there is still more behind the advertising produced 
by this agency. 

There is an idea that was in the minds of the two men 
who established Campbell-Ewald Company February 14, 
1911 —thirty-five years ago. 


fee é ; | 
been 
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y | Behind blank pieces of paper... 


: 


THIRTY-FIFT#H ANNIVERSARY FEBRUARY 19f1—1946 


Their idea was that in order to achieve solid and 
lasting success an advertising agency must give more 
in the way of advertising returns, more in the way of 
counsel, and more in the way of service. 


How faithfully has this idea been carried out? 


So faithfully that Campbell-Ewald Company today is 
one of the oldest and largest of all American advertis- 
ing agencies—fthe oldest and largest still actively 
managed by one of its founders. 


So faithfully that for the last twenty-four years 
Campbell-Ewald has successfully served the largest 
single advertising account handled by amy advertising 
agency. 

So faithfully that Campbell-Ewald is credited with 
many unique contributions to the success of those it 
serves: instituting a market analysis that led to an 
industry-wide adoption of sales quotas . . . designing 
emblems for several well-known automobiles . . . 
creating a plan that broke all previous sales records in 
its field . . . introducing transmission of advertise- 
ments to newspapers by wirephoto . . . pioneering 
in the use of color and gold metallic inks in magazine 
advertising ... developing new approaches to outdoor, 
radio and all other advertising media. 


These, and literally hundreds of other achievements, 
mark the onward march of Campbell-Ewald service 
to its clients—Service in action! 


The idea that inspired this agency’s founders is sti//] 
the Campbell-Ewald idea. It is the idea behind the 
manpower, the facilities, the financial stability and the 
experience that characterize Campbell-Ewald today. 

It is the idea behind the blank pieces of paper on 
which the Campbell-Ewald advertisements of tomor- 
row will first take form. 


CAMPBELL-EWALD COMPANY 


H. T. EWALD, President 


NEW YORK + CHICAGO + DETROIT: LOS ANGELES +» WASHINGTON 
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HE shapes the mind 


Painted for McCall's by Alexander Brook 


SHE shapes the character 


Man and woman are in partnership —each 
with an essentially different role to play 
in preparing an oncoming generation for 
the business of living. 

Woman’s role necessarily centers in the 
home and exerts its influence most pro- 
foundly during the formative years of 
early childhood. 

Therefore, it is the natural thing for a 
woman to turn for inspiration and guid- 


ance to the kind of magazine which serves 


her own specialized interests in home- 


making and familv life. 


McCall’s Guides 
Women’s Thinking 


Informed by continuous research in the 
homes of readers, MeCall’s editors have a 
particularly keen insight into the needs 
and responsibilities of women. They in- 
terpret this understanding in terms of a 


genuine contribution to daily living and 


thinking. That is why McCall’s is pre- 
ferred reading with the women in more 


than 3.500.000 homes. 


McCall’s is a magazine women reall) 
live by—and for that reason, a potent me. 


dium to move ideas into women’s minds 


M (Ml; 


THREE MAGAZINES IN ONE 
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the Pay- Of r NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


4,831 CASH ORDERS FOR $1,070 


With the shortage of homes 
‘ausing untold hardships among 
eturning servicemen, Franklin 
Watts, president, Franklin 
Watts, Inc., New York 17, N. Y., 
ok publisher, engaged Royal 
Barry Wells, well known archi- 


tect, to prepare a book con- oe no 
taining 50 plans and drawings wail 
of low and medium priced 

nouses. 


The book, called ‘‘Houses for 
Homemakers,” contains 96 
pages and covers, size 82x11 
inches, and is printed in dark 
green offset. It’s a handsome 
book for only $1. 

Originally, the book was in- 
tended for book store trade. 
However, Mr. Watts felt that 
some newspaper advertising 
would back up his dealers and 
help to move their stocks. So 
Mr. Watts asked his agency, 
Franklin Spier, Inc., to pre- 
pare a full-page advertisement 
(see illustration) for the Chi- 
cago Sunday Tribune book sec- 
tion for Sept. 30, 1945, at a 
cost of $1,070. 

The advertisement carried an 
order coupon which the pur- 
chaser could sign and mail with 
$1 to any Chicago book store, 
or direct to the publisher. 

The response to the adver- 
tisement was tremendous. As Mr. Watts 
put it: “In the first three weeks following 
this advertisement, we received no less 
than 4,831 bona fide orders (cost 21.1c 
each), and the advertisement is still pull- 
ing. Chicago booksellers have also re- 
ported a most active demand and many 
have reordered. Never in my 20 years’ 
experience in the publishing field have I 
known a more overwhelming response.” 
In analyzing this case study, there are 


You Ought toKuow . 


Arthur H. Motley bought a part inter- 
est in Parade from Marshall Field because 
“I wanted to go into business for myself 
and also because my three years with 
the Committee for Economic Develop- 
ment have convinced 
me that the market 
into which salesmen— 
and that includes 
printed salesmen—can 
take American goods is 
no longer a horizontal 
market that skims the 
cream off the top but 
a vertical market that 
reaches down into all 
levels of the popula- 
tion,” 

That, and not the 
rumored quarrel with Thomas H. Beck, 
president of Crowell-Collier Publishing 
Company, is the reason Red Motley gives 
ior resigning as publisher of American 
Yagazine after almost 18 years with 
‘rowell-Collier. He feels that Parade has 
he right combination of pictures and 
eOple (a formula for successful publish- 
ng which he learned from the Columbia 

niversity psychologists who — studied 

nerican’s readership) to hit that mass 
irket. After March 3, Parade will add 

‘ee newspapers with a circulation of 

e million to bring its total circulation 

more than three million. 

If I ever take Parade into New York,” 

said, “it won’t be with a paper that 

Sa circulation of 300,000. It will be in 

e millions.” 

The problem of converting Parade’s 

‘Ss circulation into linage increases is 

e problem to which Mr. Motley will 

ing the combination of showman, pro- 

ter, salesman and_ research-digester 
it brought American, under his aegis, 
ubled newsstand circulation and greatly 

‘reased advertising linage. 

Red Motley, when he graduated from 


A. H. Motley 


America’s foremost architect of small houses 
= 2 
=: Royal Barry Wills 


answers your questions about better homes 
for less money ... in a big, new book of 


50 PLANS AND DRAWINGS of complete houses... 
some baditensl, some modera — ali designed ter modern living 

100 HINTS FOR HOMEBUILDERS |. how to choose a site, how 
to ptan for room to live in, how to construct house that will last and how much to pay 
fos MW —~ all Dustrated with sketches trom the architect's scrap book 


10 PAGES OF DETAILS |. added touches to make your home greciows 
and aitractive 


several factors contributing to this re- 
markable success. First, the subject mat- 
ter of the book is red hot; second, the 
layout and copy are very effective; third, 
the medium used is exceptionally re- 
sponsive on book copy; fourth, the tim- 
ing of the insertion was ideal; fifth, the 
author of the book is one of the foremost 
architects on small homes, and sixth, the 
$1 price is a popular unit for mail order 
sales. 


e «Arthur H. “Red” Motley 


the University of Minnesota with a B.A., 
hit New York chockful of theatrical am- 
bitions. He had worked through high 
school and college running a “semi-pro 
theatrical league.” “But I took a look 
at the New York theater and came to 
the conclusion that I may have been 
good in Minnesota or Iowa, but that I 
was no John Barrymore by a long shot.” 

He then, in rapid order, became secre- 
tary of a fraternal organization and spent 
three years traveling in the U. S. and 
Canada; spent a year with a small fund- 
raising organization; and lasted one sea- 
son as sales manager of Smith Bros. 
cough drops. Here his show-business 
background persisted as a sort of after- 
image, and led him to promote Smith 
Bros. new cough syrup by taking a mod- 
ernized medicine show on the road in 
New York and Pennsylvania, complete 
with highly painted trucks, band and 
steam-calliope. In between he sand- 
wiched in six months in Europe and 
three in Africa, as well as a session at 
Columbia Law School which he left be- 
cause he “didn’t like it.” 

On April 1, 1928, he joined Crowell- 
Collier as a space salesman. He started 
in the Southeast, a new territory and a 
tough one. His record there, plus dis- 
plays of initiative such as a trip to Cuba 
which produced linage from the Cuban 
government, led to his being moved to 
Detroit in 1931. In the middle of the 
depression he was, as he says, “in on 
something when it was right at the bot- 
tom and the only place to go was up.” 

And up Motley went, from manager 
of the Detroit office to western manager 
in 1938, to executive assistant to the 
president, Thomas H. Beck, in 1940. Here, 
for the first time, he was broken in to 
other aspects of publishing than space 
sales—production, circulation, editorial. 

In January, 1941, he became a vice- 
president and director of Crowell-Collier 


and was assigned responsibility for the 
American Magazine. He achieved his 
success with American largely through 
using the same personnel plus a thorough 
exploration into reasons why. American 
conducted readership surveys’ which 
showed what was read and what wasn’t, 
and hired psychologists to explore the 
reasons. They discovered, for example, 
that pictures of people doing things were 
more widely noted than of people posing 
for pictures, and that articles by impor- 
tant people had wider readership than 
articles about important people. This 
latter policy also resulted in American’s 
becoming “the most quoted magazine in 


America.” 

Red Motley gives all the credit for 
American’s rise to its editorial staff, and 
expects, with Parade, to keep the same 
personnel to do a better job. But insiders 
say that, even though he has been there 
only since Feb. 1, at Parade Red Motley 
is undoubtedly the boss. 

It can be assumed that Red Motley’s 
job switch will accelerate, rather than 
impede, his platform appearances. One 
of America’s most dynamic speakers, Red 
has addressed thousands of business 
groups of all kinds, and is one of the 
principal evangelists for dynamic selling 
and salesmanship. 


lhe Creative Wan? Corner 


There is nothing in personal salesman- 
ship that is more compelling than the 
confidence that is generated in the pur- 
chaser by the salesman himself. 

Partly, this comes about as a result of 
the salesman’s technique. (We have all 
experienced the letdown that comes from 
buying even a very much wanted thing 
from an unpleasant or badly informed 
salesperson.) But mostly, we believe, the 
expectation and the anticipation that most 
of us feel in the purchase of anything of 
importance builds up out of the sales- 
man’s own confidence in his goods and 
in the integrity of their maker. 

Certainly this is true in the purchase 
of an automobile or a refrigerator or a 
bed or a rug or a suit of clothes—all of 
them personal and important. 

And we think it is hardly less sig- 
nificant in the purchase of even the com- 
monest necessities. The difference here 
is that usually advertising takes the place 
of personal selling. There can hardly be 
a drug store clerk in America, for ex- 
ample, to whom it makes the slightest 
difference whether you choose Colgate 
or Ipana or Pepsodent or Squibb or John 
Smith’s tooth paste, provided that he has 
the one you want. 

Advertising builds the preference. 

And it builds it best out of confidence. 

If this is axiomatic it is also a truism 
that nothing builds confidence like con- 
fidence itself. Yet the really confident 
advertisement (forgetting the oily words 
of the radio announcers) actually is a 
rarity. 

The Vitalis advertisement reproduced 
here is one of those rarities: 

“Vitalis is back! Man . « BOW ans 
today for the first time in nearly two 
whole years, you can get the invigorating, 
scalp-tingling stimulation . . . the well- 
groomed-and-stay-that-way look of Vi- 
talis and the famous ‘60-Second Work- 
out’! 

‘Because 
genuine Vitalis. 

“It’s back on drug counters from coast 
to coast! So get a bottle today ... start 


Vitalis is back! Yes, 


business Chart of the Week 


tomorrow with Vitalis and the ‘60-Second 
Workout’. . . and the handsomest head 
of hair you’ve had in months and months 
and months! 

“Get that bottle today!” 


There is a little more at the bottom. 
And it is worth recording: 

“Handsome hair in a minute flat! It’s 
Vitalis and the famous ‘60-Second Work- 
out’! 50 seconds to massage Vitalis on 
your tight, dry scalp. This routs loose 
dandruff, prevents dryness, helps retard 
excessive falling hair, helps your hair to 
a vigorous, alive look. 

“Now ... 10 seconds to comb and then 
look at you! Handsome, huh? Mister, 
Vitalis and the ‘60-Second Workout’ will 
help you stay that way. Get a bottle!” 

Very few recent advertisements have 
been easier to read. 

And very few that we have read are 
easier to believe. The difference, we 
think, lies in the total lack of argument; 
in a confident sales message that neither 
disputes—nor quibbles. 
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Typical Weekend (Saturday and 
Sunday) listening to the radio 
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Assorted Bleeds, 
Bold Color Stop 


‘Life's’ Readers 


Chance Lumping 
of 9 Ads Reveals 
Agency Technique 


( Picture on Page 65) 

Chicago, Feb. 28.— When one 
agency captures nine color pages 
for as many accounts in two tight 
issues of Life, media buyers are 
likely to emit low whistles and 
sharpen their commission-calculat- 
ing pencils. 

But when eight of the nine pre- 
empt attention with parallel 
graphic techniques, all bleeds of 
bold colors, creative men are prone 
to examine their copy-book max- 
ims and to dig deep for competing 
devices. 

That is why admen are sure to 
look especially carefully at nine 
ads developed by Leo Burnett 
Company and appearing in the 
Feb. 18 and Feb. 25 issues of Life 
for the following accounts: 

American Meat Institute; Rob- 
lee, Naturalizer and Air Step divi- 
sions of Brown Shoe Company; 
Council on Candy of the National 
Confectioners’ Association; Shef- 
ford Cheese Company, subsidiary 
of Standard Brands; National As- 
sociation of Margarine Manufac- 
turers; Hoover Company, and 
Deepfreeze Division of Motor 
Products Corporation, 

Appearance of all nine in suc- 


cessive issues of Life was actually 
accidental, due to the difficulties 
of getting full-color pages into the 
current 132-page issues. It does, 
however, focus attention both on 
the common denominator of solid- 
color bleeds and on the interesting 
attempts made to achieve variety 
of treatment of one technique. 


Catalog Indexes 


Although bleed pages are not 
uncommon in Life they are being 
employed on these nine accounts 
and several other Burnett standbys 
with a double-barreled objective: 
(1) to stop attention in an ad- 
packed top medium by simulating 
the “stand out” character of index 
tabs; (2) to preempt identification 
of certain colors with certain prod- 
ucts, with all of the psychological 
implications. 

Most familiar is' the blood-red 
tone of the “This is Life” copy 
for American Meat Institute, a re- 
finement of a copy theme long 
identified with roast beef. It first 
appeared in a framed simulated 
painting. Although most copy- 
evaluating and creative advertis- 
ing systems predict low reader- 
ship for copy appearing over color 
blocks, the creators claim short 
copy and reverse-plate help make 
this an exception to the rule. 

Copy for Air Step, “the shoe 
with the youthful feel,” is kept 
short, against a pastel background, 
for the same reason. Present pastel 
shades, for spring, will turn to 
richer tones for summer and fall. 
The background is a photograph 
of a textured cover paper. 

The “black stands out” page for 
Naturalizer combines white space 
with five color blocks and copy 
trimmed to the slogan, “the shoe 
with the beautiful fit.” 


Win Worcester 


with Feature Parade’s 
INTENSIVE READERSHIP... 


96% MEN — 


97 “/o WOMEN 


With a circulation in excess of 90,000, Feature Parade, the magazine 
section of the Worcester Sunday Telegram, offers to advertisers a 


powerful medium, local in appeal, 


local in contents and color. 


Feature Parade readership, 979% of women — 96% of men, is a 
stand-out among publications surveyed by Publication Research 


au“ 


Service — — 


cakea as high as we have ever obtained.” Add to these 


figures the compact, stable market and high buying power of the 
people within Central New England. Feature Parade is an adver- 


tising MUST. 


The TELEGRAM -GAZETTE 
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The ntire Roblee campaign is 
built around color photographs of 
men’s shoes printed over red-pin- 
striped royal-blue worsted. The 
predominant Roblee script logo- 
type is repeated in magazine and 
dealer advertising as well as all 
Roblee boxes in the hope that 
brand identification can be carried 
to the point of sale. 

The “tooled-out” heart panel, 
symbolic of romantic appeal, love 
and friendship, runs throughout 
the Council on Candy campaign. 
It permits variety of illustration, 
longer black-on-white copy, and 
reverse-plate spotlighting of the 
basic theme slogans of the series 
—“America Loves Candy, America 
Needs Energy,” “There’s ‘Can Do’ 
in Candy,” “Candy is a Delicious 
Food,” and “The ‘Crave for Candy’ 
is a call for energy.” 


Theme from Musical Hit 


The “Carousel” display of Shef- 
ford cheese stems directly from 
the Rogers and Hammerstein 
musical hit, seeking timely variety 
and an opportunity for displaying 


the full extent of the Standard | 


Brands cheese line. Conscious of 
Kraft’s overpowering dominance 
of the packaged cheese specialty 
advertising, the agency has placed 
“Say Shefford for fine cheese” in 
a strong reverse logotype at the 
top of each bleed layout for maxi- 
mum brand identification. 


Fight for Color 


The golden yellow block char- 
acterizes every hard-hitting adver- 
tisement in the National Associa- 
tion of Margarine Manufacturers’ 
fight to combat dairy-inspired leg- 
islation which restricts coloring of 
the “concentrated energy food.” 
Overprinting of copy in black is 
here usable because of the light 
yellow. An interesting policy is 
inclusion of “news” copy in the 
margarine-butter battle. The small 
block at the top of the ad repro- 
duced on AA’s picture page reads, 
“Due to ‘horse and buggy’ legisla- 
tion you still have to hand-color 
margarine. Growing public opin- 
ion, however, is causing many 
steps on behalf of this American 
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progressive states to take fair-pl: y 
product. In South Dakota, for i).- 
stance, a discriminatory tax «y 
margarine was recently declar: q 
unconstitutional.” 

The ‘“torn-clipping” technigiie 
for Hoover is only one variaticy 
of a number of dynamic desigy s, 
using color on black. Each fe 
tures dominant illustration of t 
company’s current model vacuum 
cleaner. 

The “Deepfreeze blue” wa 
chosen both to contrast with t 
white of the frozen-food unit and 
to create a psychological “cold” 
feeling with a “cold” color. Car- 
toon characters in a variety of 
thumbnail and color techniques 
appear in Deepfreeze as well as 
Shefford, Hoover, Roblee and 
Green Giant peas, line-leader of 
Minnesota Valley Canning Com- 
pany. The canner’s advertising 
has constantly featured the pea- 
green color of the ‘“Green-Giant” 
trademark and the bantam gold 
of Niblets in a variety of color- 
saturation treatments. 


@o 


on 


business, figuratively speaking, has to saw wood more industriously today than ev 
the public’s immediate needs are filled, it will take good merchandise, wide distri 
service and consistent advertising to keep customers interested in you. This proble! 


and most of the solution rests with industry itself. Steady sawing with good ad vet! 


All business 


MUST GO AWG 


Papermaking is literally dependent upon the sawing; ' 


pion’s fine printing papers will get a lot of businesses out of the woods. 
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Cenadian Pacific 
Pans Ad Campaign 


Canadian Pacific Railway, Mon- 

, cal, has planned an extensive in-| 
the United States and Canada this 
ar to lend major support to Can- 
iq’s tourist trade. 
be launched this spring, will | 
| + ature a series of four-color and 
.ck-and-white ads in leading 
ited States publications. At the 


r and magazine campaign will 

instituted in Canada. 

The ads will feature scenic spots 
of Canada, the resort hotels and 
joiges of the Canadian Pacific, and 
y ill tell of improved rail facilities. 
A. McKim, Ltd., Montreal, is the 
agency. 


U 
some time, a widespread newspa- | 
I 
I 


Form ‘Eximport’ Group 
Milton P. Baldji, president, and 
Christopher G. Janus, vice-presi- 


dent and managing director, have 


formed Eximport Associates, Inc., 
c hicago, to engage in export and 
import activities in hardware, of- 
fice equipment, household supplies, 
drugs and cosmetics fields. Offices | 
are in the Board of Trade building. 


tutional advertising campaign in | 


The campaign, 


| 


| 


| ... we have the only 


| present solution! 


THE SAME CONDITION PREVAILS 
WM MOST OF THE CITES WE SERVE 


rue Connell, 93.8 
i en 
Ee 77 


| a 


SOLUTION — Public transportation is 

the only way to solve the downtown 

parking problem, The Connecticut Co. 

says in this ad, which appeared in Hart- 
ford newspapers. 


a 


Socony Shifts Walker 


| George Walker, manager of the 
southeastern division of Socony- | 
| Vacuum Oil Company, has been 


transferred from Baltimore to New 


fae ec peter ge be of the na- | Ben Duffy Elected 
ion n istribution surv 
y toon ggg George D. McDaniel, BBDO President, 
district sales manager in Balti- | 

Barton Chairman 


more, will succeed Mr. Walker. 
New York, Feb. 26.—Bernard C. 


Sawyer, Buckley Move 
to New York Office Duffy, vice-president and general 
‘manager of Batten, Barton, Dur- 


Howard G. Sawyer and Warren | 
L. Buckley, vice-presidents in| Teeny Hoe ee 
charge of copy and art of James : h 
Thomas Chirurg Company, have | President at the 
transferred their headquarters | 2 nual meeting 
from Boston to the New York of-|0f stockholders, 
fice. In the Boston office will; Succeeding 
be Flavel D. Ray, as copy chief;|Bruce Barton, 
Frank J. Balduzzi, art director;; named chair- 
Richard D. Sisson; "production i | anes of the 
rector, and Helen Small, traffic. board, the posi- 


manager. ‘tion he held 


eae ‘prior to 1939. 
McCready Heads Sales Alex F. Osborn, 


N. M. McCready, former man-| Who has been 
ager of the Oakland branch of | Chairman, was elected vice-chair- 
Foster & Kleiser Company, San man. 


Francisco, has been named direc-| The BBDO board elected Charles 


tor of sales. W. A. Hawley suc- : eee : 
ceeds him as manager of the Oak- Hi. Brower cneeve — — 
land branch, and R. N. Crowell dent in charge of all creative serv- 
has been advanced to manager of ices, and J. Davis Danforth execu- 


‘the Sacramento branch, ‘tive vice-president in charge of 


Bernard Duffy 
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MILLS AT HAMILTON, 
NEW YORK - CHICAGO - PHILADELPHIA 


- CLEVELAND - BOSTON - ST. LOUIS - 
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account operations. Mr. Brower 
has been vice-president in charge 
of copy, and Mr. Danforth vice- 
president in charge of new busi- 
ness, 

The board re-elected John C. 
Cornelius as executive vice-presi- 
dent and western manager in 
charge of offices in Chicago, Min- 
neapolis, San Francisco and Los 
Angeles. F. R. Feland, Mr. Duffy 
and Mr. Osborn were re-elected 
as the executive committee, with 
Mr. Feland as chairman. 


Remains General Manager 


As president of BBDO, Mr. 
Duffy will continue as general 
manager. His start with the agency 
was as an office boy 26 years ago, 
and since then he has devoted 
most of his time to space-buying, 
research, marketing, various ac- 
counts and many of the agency’s 
radio programs. 

Mr. Duffy is a director of the 
Audit Bureau of Circulations and 
chairman of the board of gover- 
nors of the Cooperative Analysis 
of Broadcasting, 

Mr. Brower joined BBDO in 
1928, and Mr. Danforth has been 
with the agency since 1925. 


Rickard Adds Accounts 


International Telephone & Tele- 
graph Corporation has appointed 
Rickard & Co., New York, adver- 
tising counsel for the following 
I. T. & T. associated companies: 
Federal Telephone & Radio Cor- 
poration (industrial products), 
American Cable & Radio Corpora- 
tion, Commercial Cable Company, 
All American Cables and Radio, 
Inc., Mackay Radio & Telegraph 
Company (communications and 
marine divisions) and Interna- 
tional Standard Electric Corpora- 
tion. 

Ruthrauff & Ryan, New York, 
was appointed recently to handle 
institutional advertising for I. T. 
& T., and also will place advertis- 
ing for the newly-organized home 
appliance division of Federal Tele- 
phone & Radio. 


On the yTAH ” ae 


| 


The world's largest non-ferrous 
smelting operations are cen- 
tered within 50 miles of Salt 


Lake City. These smelters treat 
ores from Utah and many other 
states, and even from some for- 
eign countries. Utah's mining, 
milling and smelting industry as- 
sures dependable buying power 
in this state. 


Local Advertisers 
Know KDYL Brings 
Results 


Smelter workers along with all other 
Utahns turn naturally to KDYL for 
radio entertainment—for the brilliant 
NBC Parade of Stars and for always- 
interesting local fea- 
tures. KDYL's twenty- 
three years of ‘know- 
how'’ assures results 
for local and national 
advertisers. 


Nationa) Representative: Jehe Blair & Ce. 
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(Continued from Page 1) 


Henri, Hurst & McDonald 
Hutchins Advertising Company 
Duane Jones Company 
Joseph Katz Company 
Abbott Kimball Company 
Lambert & Feasley 

Al Paul Lefton Company 
MacFarland, Aveyard & Co. 
MacManus, John & Adams 
Needham, Louis & Brorby 
Pedlar & Ryan 

L. W. Ramsey Company 

Knox Reeves Advertising, Inc. 


33 Middle-Size Agencies 
Do $230 Million Volume 


| Roche, Williams & Cleary 
|Sherman & Marquette 

\J. D. Tarcher & Co. 
|Wade Advertising Agency 
| Warwick & Legler 

Weiss & Geller 

|Ward Wheelock Company 


Many Western Agencies 


Botsford, Constantine & Gard- 
|ner, with four offices on the Pacific 
|Coast and one in New York, is 
estimated to bill more than $5,- 
/000,000 on about 50 accounts, in- 


cluding Jantzen Knitting Mills, 
National Biscuit Company (Pacific 
Coast only), and Weyerhaeuser 
Timber Company. 


Bozell & Jacobs, a year ago list-| 


ing a total of more than $5,000,- 
000 for its separately-operated of- 
fices in Illinois, Indiana, Minne- 
sota, Nebraska and Texas, con- 
tinued to expand last year. The 
Chicago and Minneapolis offices, 


now the Jacobs Company, had a| 


combined billing of $1,500,000, an 
increase of about $700,000. 
Brisacher, Van Norden & Staff 
—already in the $5-$10,000,000 
bracket—had a 21% gain in bill- 
ings in 1945, and expects a fur- 
ther increase of 10% this year. 
The agency’s 80 accounts are 
mainly in California, and include 
Acme Breweries, Gantner swim 


COLOR: All you want 


CAR CARDS + STATION POSTERS 


S = Yout of 10 


| NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 
EXPOSURE: 23 minutes per ride 
REPETITION: 26 rides a month 


... this is subway advertising! 


a 


SA 


—_ NEW YORK SUBWAYS Advertising Company, Inc. 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 
410 N. Michigan Ave., Chicago 11, Ill. 


suits, Londonderry ice cream mix, 
Paraffine Companies and Van 
Camp sea foods. 


Moves to Top of Bracket 


Brooke, Smith, French & Dor- 
rance had a 15% increase in 1945 
and its Detroit and New York 
divisions together are now on a 
$10,000,000-a-year basis. One ac- 
count added in 1945 was a $1,000,- 
000-a-year program by Mullins 
Manufacturing for Youngstown 
Kitchens. Billings also are being 
expanded, among others, on 
Corby’s whisky, Carboloy division 
of General Electric, Goebel Brew- 
ing, Hudson Motor Car, Sparton 
Radio, and Timken-Silent Auto- 
matic household equipment. 


York, continued on a $9,000,000- 
a-year basis in 1945. The com- 
pany added Monitor Corporation 
| (electric appliances) and Welch 
| Grape Juice Company, but lost 
'Formfit Company. Adam _ Hat 
|Stores moved last month to La- 
| Roche & Ellis. Paramount Pic- 
| tures, Buchanan’s largest account, 
/expanded a bit, and Texaco added 
| outdoor boards. 

| 


Burnett Moves Up 


| Leo Burnett Company, Chicago 
‘and New York, billed about $7,- 
500,000 on a score of accounts, 
most of them substantial—includ- 
| ing the American Meat Institute, 
| Council on Candy, Hoover clean- 
ers, Minnesota Valley Canning, 
and Pure Oil. Scott radios, Club 
Aluminum Products, Deepfreeze 
‘and Preserved Industry Council 
|were added last year. Santa Fe 


Volume of Buchanan & Co., New | 
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railway and Shefford cheese a, 
other accounts. 

Although diversifying, three. 
\fourths of the billings of the 
Caples Company in 1945 conti:.ue, 
'to be in transportation. Near}, 
all of the accounts expanded, the 
/agency’s billings increasing {roy 
jabout $5,000,000 in 1944 to 6. 
,800,000. Union Pacific Railroag 
|with more than $2,000,000, «on. 
|tinued to be the largest. Ce: tajy 
|accounts, such as Anchor Line ang 
Sun Valley Lodge, recently re. 
sumed advertising. Caples maip- 
tains offices in Chicago, New York 
/Omaha and Los Angeles. 


| Canadian Agency Big 


e 


| Cockfield, Brown & Co. billed 
between $5,000,000 and $6,000,000 
\serving several hundred account; 
from offices in Montreal, Toronto, 
‘Winnipeg and Vancouver. 

Launched in the summer 6; 
1944, Doherty, Clifford & Shenfield 
New York, moved just above the 
$5,000,000-mark in 1945. Two- 
| thirds of its total came from Bris- 
tol-Myers. The agency added las 
year Louis Philippe and Edna 
| Wallace Hopper of Affiliated Prod- 
ucts division of American Home 
and General Aniline & Film Com- 
pany. 

Control of Federal Advertising 
Agency, New York, was acquired 
last summer by Gordon E. Hyde 
formerly of McCann-Erickson 
Federal would not reveal its 1945 
billings. Presumably these wer: 


at or above $7,500,000, because the 


agency announced its expectatio: 


ef reaching the $10,000,000 leve! 


AYBE WE 
HIT THE RIGHT 
NOTE ,. TOO! 


Sixteen years of year-round, five-days-a-week radio 


advertising over one station 


-WDAY! That's the 


radio history of the Daveau Music Store, Fargo. 


| A little unusual, yes. But proof of good results ob- 


tained. And it certainly 


backs up our claim that 


WDAY advertisers are loyal—local ones especially, 


| who know our selling power best. 


Yet Daveau’s is only one 


of eighteen “locals” who 


have been with WDAY, steadily, from ten to twenty- 
three years! How about getting all the facts? 


W DAY, inc 
— a 


ee 


N. B.C. 
FARGO, N. D. 


970 KILOCYCLES .. . 5000 WATTS 
FREE © PETERS, INC., NATIONAL REPRESENTATIVES 
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yy the end of 1946.” During 1945|rooms, Clark Bros. chewing gum, Abbott Kimball Company, which |—the 25-year-old Lambert & Feas- | counts, among the largest of which 
ederal lost its part of Nationa! | Iodent chemical and Noxon polish.) started a decade ago as a “fashion ley agency, New York, climbed were Pennsylvania Railroad and 
-iscuit but added certain accounts | Its oldest account is Bab-O. /agency,” now has about 100 ac- above $5,000,000 for the first time. Dixie Belle gin. The Lefton 
f Lehn & Fink. Its volume came; Joseph Katz Company, New counts, including a score of retail Its billings rose from $4,750,000 agency now has offices in Phila- 
niefly from American Safety| York and Baltimore, expanded stores, and handles  cosmetics,' to $5,200,000. Three-fourths of the delphia, New York, Chicago, Hol- 
razor, Durkee’s Famous Foods,|from about $5,000,000 to $6,000,-| jewelry, rugs, furniture and other| total was Lambert, one-fourth 
‘rhomas A. Edison Industries,|000 in 1945. Its largest accounts! lines, through offices in New York, Phillips. Part of the expansion 
yeneral Cigar, Gerber baby foods,, were American Oil, Ex-Lax,| Chicago, Kansas City and Los An- was due to a new Lambert after- 
schenley Distillers and Trommer| Lackawanna Railroad and Mary-/|geles, and in Europe. Its billings) shave product, introduced in mag- 
eer. land Pharmaceutical. Additions) moved well above $5,000,000 last | azines last year. 

last year were Plantation liqueur | year. 

Gasmaer Heres Aneet and X-Basin depilatory. More re-| On the other hand, with just 
he vg Advertising Company, | cently the Katz agency added Lord three accounts—Lambert Phar-| Al Paul Lefton Company con- 
Louis and New York, boosted| Oxford lighters and Pearce | macal and its affiliate Pro-phy-lac-| tinued in the middle-size agency 
villings $1,100,000 in 1945, from! watches. tic Brush and Phillips Petroleum! bracket, with 80 diversified ac-| 
$4,400,000 to $5,500,000. About 
<600,000 of the increase came from | 
expansion of existing accounts and | 
$500,000 from new accounts. More 
than $2,000,000 of Gardner’s total 
was provided by Ralston Purina 
Company, and $1,000,000 by Pet 
Milk. Also substantial, and grow- 
ing, were Monsanto Chemical and 
the New York Stock Exchange, 
which began its first sustained 
campaign last summer, through | 

this agency. 

Geyer, Cornell & Newell, New 
York, Dayton and Detroit, main- 
tained volume on an $8,000,000 | 
level. New business included a 
radio program for E. R. Squibb &. 
Sons and a new product, PIB, of 
U. S. Industrial Chemicals. The 
Army Air Corps account folded, | 
and Nash-Kelvinator, the agency’s | 
largest account, was not yet on a) 
full postwar basis. 


S T.«83 «3s SE F*t4 


Others Score Gains 


ST. JOSEPH NEWS-PRESS 
— St. Joseph Ouzette 


Grey Moves Up 


With 50 general and eight re- 
tail “sales promotion” accounts, 
Grey Advertising Agency, New 
York, had record billings of $8,- 
000,000 in 1945. None of Grey’s 
accounts spent more than $500,000. 
Among the largest of them were 
Firestone’s Controlastic, Foamex 
and Velon, Fawcett’s True, and 
Van Heusen men’s wear. 

Henri, Hurst & McDonald, Chi- 
cago, is reported somewhat over 
the $5,000,000-mark, with such ac- 
counts as Acme paints and var- 
nishes, Ballard & Ballard food 
products, Bauer & Black, Blatz 
Brewing, John Morrell meat prod- 
ucts, Perfect Circle piston rings, 
Skelly Oil and Stewart-Warner— 
but would not divulge details. 

With expansion, among others, 
of General Motors’ Delco division, 
Philco and Piper Cub airplanes, 
Hutchins Advertising Company in 
1945 approached but did not quite 
reach the $5,000,000-mark. Hut- | 
chins has about 45 accounts, served 
by offices in Rochester, Philadel- 
phia, New York and _ Toronto. 
About half of its total was repre- 
sented by Philco. 


Duane Jones Expands 

Duane Jones Company, New) 
York, specializing in packaged | 
grocery and drug products, in- 
creased billings from $5,200,000 in 
1944 to $7,100,000 last year, and 
expects to reach $10,000,000 in 
1946. Only four years old, the — P which is waiting for it. The building material business in this one county 
Je , . eaties 
shiaie ps Ar i ao Heinz Products runs about $4,000,000 higher than the total of those five cities. 


litions last year were BinB mush-_| Coca Cola 
Arrid 


Johnson & Johnson 
Anthracite Industries 
Esso Products 

Ford to you on a silver platter, use the Westchester Newspapers. 
Lucky Strikes 
Three Feathers 
Pepsi-Cola 


A FEW More food is sold in Westchester county than in Syracuse, Utica, Schenectady, 


NATIONAL ADVERTISERS 
WHO HAVE CASHED IN 
ON THE RICH 
WESCHESTER MARKET: 


Albany and Binghamton put together. Any drug or cosmetic line will have 
to do a bang-up job on those five cities to equal the Westchester volume 


Just keep these facts in mind when you're putting your advertising 
schedule together. If you want one of the finest markets in America served up 


REPRESENTED NATIONALLY BY THE KELZY-SMITH COMPANY ® NEW YORK 


Pasa rT 
AS) @ Set entirely with FOTOTYPE, this | 
&J ad is just a sample of what can be | bosy 
es done with this amazing new type- | i{3 
a setting device-and it cuts costs, too, | ae 4% | _ 
7 eliminating display type and hand \2 y 
a lettering charges. Quick, simple, eco- | = f C O V E R | N G T H E | 4 T H M A o K E T | N A M E R | i A 
P nomical .. . any office girl can be your 
| compositor 
! 
Write TODAY for catalog explaining | 
=) the FOTOTYPE system and showing 
2 the 60 modern types now available | 
THE FOTOTYPE COMPANY 
} 


625 W. Washington, Chicago 6 
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lywood and Washington. 

Billings of MacFarland, Aveyard 
& Co., Chicago and New York, in- 
creased slightly, from $5,500,000 
to $5,600,000. Among its 15 ac- 
counts, some expanded and some 
contracted. Additions were KC 
baking powder and Formfit, but 
at year’s end the agency lost the 
$2,000,000 Saturday Evening Post 
account to Batten, Barton, Dur- 
stine & Osborn. Zenith Radio, 


Stewart-Warner and United Wall-| 


paper all were above $1,000,000. 


Auto Uncertainties Affect Billings 


MacManus, John & Adams, De- 
troit, is reported to have moved 
from slightly below to above $5,- 
000,000 in 1945. The motor in- 
dustry’s labor difficulties slowed 
down the comeback of Cadillac, 
Pontiac and Champion Spark 
Plug, but Bendix Radio and Dow 
Chemical were active. With the 
addition of the F. L. Jacobs ap- 
pliance account this -year, and 
possible major activity in auto- 
motive, the agency hopes to reach 
very close to the upper limit of 
the $5-$10,000,000 group in 1946. 

Needham, Louis & Brorby, Chi- 
cago, slightly under $5,000,000 in 
1944, passed that mark in 1945, 
with increases by existing ac- 
counts. Probably its biggest ac- 
count is Johnson’s wax (Fibber 
McGee & Molly). Others include 
Derby Foods, Phenix Foods, and 
parts of Kraft and Swift. The 
agency hopes to reach $7,000,000 
in 1946. 


Three Near Mark 


Pedlar & Ryan, New York, con- 
tinued on a _ $6,000,000 level in 
1945. The agency’s biggest ac- 
count is Procter & Gamble (Camay, 
Chipso and Dash). One-a-Day 
vitamins of Miles Laboratories 
was a vigorous newcomer last 
year. 

L. W. Ramsey Company, Chi- 
cago and Davenport, Ia., is said 


i\to have maintained billings just 
below the $6,000,000-mark in 1945. 


The Davenport company closes its 
fiscal year on June 1, and there- 
fore precise figures are not avail- 
able. F. W. Fitch Company and 
National Oats are among the larg- 
est of 60 accounts. 

Knox Reeves Advertising, Inc., 
Minneapolis, New York and San 
Francisco, was still a shade under 
$5,000,000 last year—$4,720,000 as 
against $4,800,000 in 1944. The 
agency expects to reach $5,100,000 


\this year. The bulk of its business 


is from General Mills. 


Roche Near Top 


Roche, Williams & Cleary billed 
$8,300,000 in 1945, as against $7,- 
268,000 in 1944, due largely to 
increases on existing accounts. 
Studebaker, Sun Oil and Lewis- 
Howe continued to be among the 
largest, The agency has Offices in 
Chicago, New York and Phila- 
delphia. 

With new accounts from two old 
clients and one “new company,” 
plus increases on old accounts, 
Sherman & Marquette expanded 
business in both its Chicago and 
New York offices. The total was 
$6,250,000, as against $5,000,000 
in 1944, and $4,300,000 in 1943. 
The new accounts were McLaugh- 
lin Manor House coffee, Colgate 
liquid hand cream and Campho- 
Phenique of Sterling Drug. Quaker 
Oats is the fourth advertiser 
which S&M now serves. 


No Dope on Tarcher 


J. D. Tarcher & Co., New York, 
is reported to bill considerably 
more than $5,000,000, but won't 
discuss the matter. Among its 
dozen accounts are Coty cosmetics, 
Fleer’s chewing gum, Kinsey Dis- 
tilling, part of McKesson & Rob- 
bins, Pequot sheets, Seeman Bros. 
food products, Smith Bros. cough 
drops. 

Wade Advertising Agency, Chi- 


This is what we mean by 


SATURATION 


As 


4 


More than 95% of The TRIBUNE’S 
circulation is concentrated in or near 
South Bend. Daily circulation in South 
Bend and nearby northern Indiana and 
southern Michigan counties is 79,895 
(Sunday 76,812). Total daily circulation 
exceeds 83,000. In St. sp County 
i 


(South Bend) The TRIBU 


E family 


coverage is 103.4%! 


The South Bend, Indiana Market 


PeMNNMOM sc cc cence ssen 372,046 
Retail Sales ........ $242,556,000.00 


Effective Buying Income . 


Effective Buying 


$545,263,000.00 


income per family. ....... $3,911.00 


War Bond Holdings .. . 


*$383,116,437.95 


«Che 
Soulh Mend 


— Cribune | 


STORY, BROOKS & FINLEY, 


INC. 


* NATIONAL REPRESENTATIVES 


cago, which billed $6,400,000 in 
1944, is believed to have held near 
that level in 1945. Despite the 
loss of part of Miles Laboratories, 
| Wade retained the bulk of this 
business, which continued to be 
the largest of its 10 accounts. 
The billings of Warwick & Leg- 
ler, New York and Hollywood, 
held steady at $7,000,000 last year. 
| The addition of $800,000 business 
on Equitable Life counteracted re- 
duction of existing accounts, in- 
cluding Chelsea cigaret. Seagram 
| Renner $3,000,000, was the larg- 


| 


est on the W&L list in 1945, fol- 
lowed by Pabst Brewing, $2,706,- 
000; Equitable, and Tangee beauty 
preparations, $750,000. The agency 
expects to bill about $1,000,000 on 
Liberty’s sponsorship of Fiorello 
LaGuardia on ABC, which began 
last January. 


Two Accounts Add Up 


offices of Weiss & Geller, which 
}are operated as separate organiza- 


The New York and Chicago | Advertising Company, 


| 


ie aE, EC ti ea 7 
cl) eRe ea Mae ig CoM 
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About three-fifths of the total js 
provided by Chicago. 

With Campbell Soup Company 
currently spending at the rate of 
about $6,000,000 yearly, Wi rq 
Wheelock Company, Philadelp jj, 
and New York, rates inclusion jn 
the list. The only other Wheel ck 
account is Whitman’s candies. 

Billings of H. W. Kastor & Scns 
Chica; 
contracted in 1945, it is report:d, 
due largely to the formation of 


tions, are said to have billed about! Kastor, Farrell, Chelsey & Clif- 
| $6,000,000 between them in 1945. | ford, in New York, as a separite 
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r place like Better Homes & Gardens to sell 
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company. 
.ce products of Procter & Gamble. 


Some Declines Shown 


Shortages of sugar and corn, 

fecting Curtiss Candy and Corn 
products Refining, reduced billings 
of C. L. Miller Company, New 
York and Chicago, about 15% to 
°1000,000 in 1945. Walker & 
jowning, Pittsburgh, which had 
reported billings of $6,200,000 for 
1944, gave its figure as only $3,- 
100,000 for 1945. One factor was 
the loss of the Clark candy and 


— 


Major accounts of both; 


gum account. 

Certain agencies, still below $5,- 
000,000, expect to reach that level 
in 1946. Roy S. Durstine, Inc., 
started seven years ago by a for- 
mer principal in Batten, Barton, 
Durstine & Osborn, is moving to- 
ward that goal, aided by the addi- 
tion, last month, of the $1,500,000 
Serutan account. LaRoche & Ellis, 
New York, formerly Sherman K. 
Ellis & Co., billed $3,000,000 in 
1945, but has added several ac- 
counts for this year, including 
Adam Hats, about $500,000. Morse 


International, chiefly in Vick 
Chemical accounts, billed about 
$4,000,000 last year. Wesley As- 
sociates, New York, had $4,000,- 
000, from about 40 accounts. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is expanding, but probably 
will still be below $5,000,000 this 
year. 


Many Are Hopeful 


Calkins & Holden, New York, in 
1945 increased billings from $2,- 
800,000 to $3,500,000—chiefly in 
Gulf Oil, $1,150,000, and Stokely- 


Van Camp, $1,100,000. Another 
veteran agency, Charles W. Hoyt 
Company, moved up from $2,700,- 
000 jto $3,000,000. Despite the 
separation of Neal D. Ivey—taking 
with him, among others, Bayuk 
Cigars—Ivey & Ellington main- 
tained billings at about $3,250,- 
000. 

Meanwhile, certain new agen- 
cies, such as Trade Development 
Corporation and Tatham-Laird, 
both of Chicago, may expand rap- 
idly soon, with such accounts, re- 
spectively, as Kaiser-Frazer Cor- 
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All during the depression 


and the war years 


When people could only dream about the homes they'd like, Better Homes & 


Gardens magazine was giving them ideas and information. Now is the 


time to cash in. An F. W. Dodge survey made in the last normal building year 
found that nearly 7 out of 10 new-home-building families read Better 


Homes & Gardens regularly. Which means simply that when people reach the 


active homemaking stage, they become BH&G readers. With the 


biggest homemaking boom in history crystallizing all the BH&G ideas 


into buying action right now, do you see BH&G swinging into an entirely 


new focus for you? It’s your highway into. the tremendous home 


market that it has helped to create. And that goes for food and child 


care as well as for houses—-BHA&G is concerned with everything 


that has to do with home, from the car to the canned soup. 


everything that goes into homes 
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poration and Bendix Home Appli- 
ances, 

Given a few “breaks” in recon- 
version, there may be a dozen 
more middle -size agenciés in 
1946, and some new big-sized ones 
as well. 


Plans Free Home Guide 


First issue of the annual “Chi- 
cago Home Building Guide,” fea- 
turing detailed studies of home 
building and remodeling prob- 
lems, will be distributed free to 
all home owners in the Chicago 
area, and will also be offered to 
prospective owners and builders, 
late in March. 

Published by the Home Builders’ 
Guide Corporation, Chicago, the 
guide will carry display and clas- 
sified advertising. Similar guides 
will also be published in other 
metropolitan areas throughout the 
country. 


Carl Guldager to Field 


Carl Guldager, former conduc- 
tor of the Chicago Daily News’ 
“Town Crier” column, has joined 
Marshall Field & Co.’s advertising 
bureau as institutional coordinator. 


Though Station KFI has never 
boasted to have the largest known 
compilation of success stories in 
American radio, we do have a 
sizable number of these coveted 
epistles safely tucked away in the 
Sales Department archives. And 
the nice thing about it is that fre- 
quently we have an occasion to 
make an addition to our collection. 
A recent arrival and one that is 
certain to be of interest came from 
the Malleable Iron Range Company 
of Beaver Dam, Wisconsin. Their 
product — the Monarch Range — 
was advertised on ART BAKER’S 
NOTEBOOK (Mon. thru Fri., 
4:30 p.m.). Results from dollars 
spent on this outstanding KFI par- 
ticipating program can best be ex- 
plained in paragraph 2 of a letter 
received here from the Advertising 
Dept. of the Malleable Iron Range 
Company. We quote: 


“You are familiar with the sched- 
ule we used over KFI on Art 
Baker's program. The returns from 
these broadcasts were exceptional. 
Although the time used was dur- 
ing spring and summer months, 
returns continued to come into our 
factory for over eight months. 
These inquiries were for definite 
information regarding our prod- 
ucts including requests for prices, 
sources of supply and delivery 
dates on ranges. These totaled 3550 
inquiries in all’ 

MORALE: Art Baker’s Notebook and 
other KFI participating programs are 
worth watching. Our Sales Depart- 
ment or Edward Petry will gladly 


tell you about openings. 


CLEAR CHANNEL 


2. KPI 
Ponte ©. 


bane 


NBC tor tos ances 


Represented Nationally by Fdward Petry cnd Company. inc 
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PR Roundup Clicks 


To the Editor: Saw your ADVER- 
TISING AGE THIS WEEK. YOUR ART- 
TICLE PUBLIC RELATIONS COMPRE- 
HENSIVE AND WELL DONE. EXCEL- 
LENT COMPILATION AND JOURNAL- 
ISTIC JOB OF GREAT VALUE TO MANY 
PEOPLE. 

Epwarp L. BERNAYS, 
New York. 


meu Vv 


It's Not Generic 


To the Editor: In the Feb. 18 
issue of your very fine ADVERTIS- 
ING AGE, we noted the following 
paragraph on Page 1, left-hand 
first column: 

“Ernest Byfield, of College Inn 
and Pump Room fame, is now go- 
ing in for frozen foods, and Wayde 
Grinstead would like to see the 
frigidaire version of his flaming 


This department is a reader’s forum. Letters are welcome. 


sword dinner.” 


We have no quarrel with this at | bowling, I heard a citizen say: ‘“‘To| Hardy have gotten their story over 
hell with the goddam OPA ... if 
\it weren’t for them I could rent a 


'all; we think it is very fine—but 
we hasten to inform you that 


| 


Just yesterday evening, while) 


‘readership (6 days a week—every 
day except Monday) are members | 
of the Army of Occupation . . 
or are moving through redeploy- 


Frigidaire is not a generic term. It| house for twice what I’m now get-.| 


is a brand name of refrigerator. 

We love the mentions and appreci- 

ate them, but we would also ap- 

| preciate the upper case “F’’ when- 

_ever the word Frigidaire is used. 

STuART V. DAWSON, 

Radio Director, Foote, Cone & 
Belding, Chicago. 


7. ¥ 


Hits NAM Stand 


| To the Editor: 
should I say the DUMB?) adver- 
| tising campaign. 


expect intelligent Americans to 
|}accept their plea for ceiling re- 
moval? 


ting for it.’ And there are mil- 
‘lions like him in every kind of 
| business. 
HARRY CLATFELTER, 

Harry Clatfelter, Advertising, 
| Peoria, Ill. 
| vewegy 
‘Small Space Is Eloquent 
_ To the Editor: It occurred to 
/us that this attached Whitehouse 


Thanks for the|& Hardy advertisement may have 
| Feb. 18 editorial on the NAM (or | special interest for your readers. 


es was prepared by W & H for 


current insertion in the European | 
Howinell can good business men| edition of the New York Herald | 


| Tribune. 


The Herald Tribune, as you 


“4 


Y (\6 dROMy 


. 


“Just think, dear, the same moon is shining down on IOWA— 


where there aren’t any reconversion problems 


If the prospects of profits arouse a tender 


emotion in you, here’s one to 


Right now the Des Moines Sunday Register is 
offering 70% coverage of the entire state’s 
urban consumers (and better than 70% cover- 
age of its wholesale and retail outlets) at a 
milline rate of only $1.72. And that, gentle 
readers, represents an advertising cost which 


gives profits the best opportu 
within your memory. 


make you pant. 


THE 


nity they've had 


9) 
a 


DES MOINES 


REGISTER ann [RIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 


|probably know, resumed publica- 


| 
| 


tion in Paris some 14 months ago 


and a large proportion of its 


ment centers, homeward bound. 
You’ll agree that Whitehouse & 


When you take off those 
pebble crushers for 
the last time 


Fine Shoes for Men 
1429 B’waey (at 40 St.) 335 Madison Av. 
New York, New York 


with an eloquent small-space pic- 
ture, few words, and a minimum) 
amount of space. (Advertisers in| 
the European edition are still sub- 
ject to space restrictions.) 
BERWIN KAISER, 
Information Service, New 
York Herald Tribune. 
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Tells of War Ad Work 


Long Before War Began 


| vertising 


To the Editor: Now it can be 
told ... Early in 1934 a leading 
advertising agency man, Major'| 
L. C. Pedlar of the Officers Re- 


» | serve, came to our Art Studio—Al 


and W. R. Peters—on a confiden- | 
tial mission, and, after closing the | 
door of our front office, he con-| 
fided to my brother Al and me: | 

“We are getting ready for war| 
... We must have a complete ad- 
campaign — magazine, | 


newspaper, car card, poster and 


|farm paper copy—ready for re- 


| ington, early in September 


hearsal at the War College, Wash- 
 « wat | 


all the work must be done secretly. 


' |two of us to work for and with 
him to prepare the campaign. 


Our Chief has commissioned | 


We must have the best in photog- 
raphs, art work, hand-lettering 
and typography. Will you volun- 
teer—uncompensated?” 


We said, ‘‘Yes’—three times— 
both of us. We both were experi- 


/enced men in wartime advertising 
| (from the first World War). At 
that time we worked in Chicago 


with this same confidential man 
and his chief. Within 30 days the 
four of us, and three reserve of- 
ficers, had the campaign com- 
pleted. War was expected with 
Japan that year, and the War Col- 
lege and all the important men in 
the Joint Army and Navy War 
Plan and Selective Service Com- 
mittee approved the campaign. 
Following this approvel it was 
apparently “put on ice” for we 
heard nothing further about it 
until we picked up the Sept. 12, 
1939 issue of Look. In an article 
in this magazine Col. Sanderford | 
Jarman, secretary of the Joint 
Army and Navy Selective Service 
Committee, related the above 
story, but withheld the names of 


the men who had prepared the 
campaign secretly —for obvious 
reasons. 


Look reproduced the first full- 
page for the newspapers—showing 
a newsboy hollering “EXTRA! 
EXTRA!’’—calling the patriots to 
rally round the flag:—‘“Be a pa- 
triot—and join the United States 
Army,” as well as various other 
ads we had prepared. 

Col. Jarman told the story of a 
committee of 300 men, 16 of whom 
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were advertising and public rel:- 
tions men... how these men hai, 
since 1931, thought only in terns 
of the day America enters the ne: ¢ 


.|war... how to produce 4,000,0(\9 


conscripts a year... and how ‘9 
help raise an Army of over l( - 
000,000 men. 

Strangely enough, the followi: ¢ 
month—on Oct. 15, 1939—we were 
asked by Col. Wm. H. Rankin 
(publicly, this time) to be part .f 
a group of four men to help pro- 
duce an actual recruiting cam- 
paign—and to sign a release to the 
Adjutant General that we would 
work uncompensated, and io 
secure sponsored advertising of al 
kinds volunteered—as the War De- 
partment had no money. At that 
time the Army had only 76,000 
regulars whereas 360,000 volun- 
teers were wanted in 12 months. 

We were ready. In 30 days we 
prepared 21 pieces of advertising 
copy. We helped Major Thos. B. 
Woodburn, of Governor’s Island, 
get nearly $5,000,000 of sponsored 
and contributed advertising. By 
November, 1940, the regular army 
had 425,000 volunteers. We then 
helped to do as well for Selective 
Service, — registering 17,000,000 
men in 1941—with the aid of Col. 
G. T. Hodges and Col. Rankin and 
the AFA. Those two campaigns 
set the pace and gave the samples 
for all other sponsored campaigns, 

The three men who enlisted the 
services of the Art Studio of Al 
and W. R. Peters were none other 
than Col. Rankin, Col. Robert E. 
Rinehart, and Major Pedlar. Col. 
Rankin was chairman of the Joint 
Army and Navy War Plan and 
Selective Service advertising and 
public relations staff of 16, organ- 
ized under General MacArthur’s 
direction and supervision in Jan- 
uary, 1931. In 1934 Col. Rankin 
was head of the plan board, Col. 
Rinehart was head of the copy di- 
vision, and Major (now Lt. Col.) 
Pedlar was head of the production 
division. 

As for the recruiting campaign 
of 1939-1940, Col. Rankin volun- 
teered his services, those of his 
three sons, and mine. We each 
had to sign a waiver that the serv- 
ives and space would be uncom- 
pensated. I recall that ADVERTIS- 
ING AGE was one of the very first 
to offer a full page, along with 32 


|other publications, at a time when 


sponsored and contributed adver- 
tising was comparatively difficult 


| to secure. 


Certainly it was not an accident 


*|that advertising and public rela- 


tions men and media were ready 
as early as 1939. Undoubtedly 
magazines like Look and ADVER- 
TISING AGE helped most in the 
early national defense days of 
1939-1941. This was before the 
formation of the War Advertising 
Council. 

It was certainly a great privilege 
to have served under and with the 
same men during World Wars ! 
and II, and to know that our serv- 
ices were appreciated and not for- 
gotten .. . thanks to ADVERTISIN: 
AcE, Col. Rankin’s and Major Wal- 
berg’s letters to ADVERTISING AGI! 

WALTER R. PETERS, 

Art Director, Lambert and 

Feasley, New York. 
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Video Makers Tell Plans 


To THE Epiror: ANTICIPATIN 
PRODUCTION DIRECT VIEW TELEVISIO 
RECEIVERS IN JULY, ESTIMATED A 
APPROXIMATELY $200 LIST. PROJEC 
TION RECEIVERS LATER. FULL PRIC 
NOT ESTIMATED. 

ERNEST H. VOGEL, 
FARNSWORTH TELEVISION & RA- 
DIO CORPORATION, FT. WAYNE, 
IND. 

To THE EpITor: CROSLEY TELE 
VISION SETS WILL NOT BE IN QUAN 
TITY PRODUCTION BEFORE JANUAR‘ 
1947. IMPOSSIBLE TO RELEASE RANG 
OF PRICES ON BASIC MODELS AT TH! 
TIME. 

S. D. MAHAN, 

CROSLEY CORPORATION, CINCIN- 

NATI. 
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Trude Groups Find Peculiar 


Fault with ‘Adman’s Approach’ Changeability of tickets; knowl- The House ways and means com- 
Washington Feb. 28.—When | °@9e of trade conditions, tariffs,| mittee chairman, Robert L. Dough- 


“fellow travelers” berate adver- 
tising aS something less than 


leg (imate profession, we under-| 


stand their motives; but it is hard | 
0 appreciate what trade associa-| 
tions can gain by using this | 
commie-created prejudice in their | 
efforts to belittle OPA. 

Yet Lew Hahn of NRDGA and 
now Walton Onslow of the Na- 
tional Association of Real Estate 
Boards have been telling their 
members that one of the big things 
wrong with OPA is that it uses 
the “advertising man’s approach” 
—just as if the advertising man 
had nothing to do with the fact 
that their members were equipped 
to pay their dues on time. 

This scorn for advertising ob-| 
viously does not run completely 
through the National Association 
of Real Estate Boards. Fighting | 
for custom-built houses instead of 
Wyatt mass production units, the 
same bulletin urges members to} 
team up and sponsor ads on such 
themes as “Let’s build our own 
homes and choose our own neigh- 
bors,” and “If your roof leaks, 
phone Washington.” 

* * * 


Many business representatives 
here suspect that the administra- 
tion is in the novel position of try- 
ing to conceal the fact that the 
federal budget for 1947 is ac-. 
tually balanced. Concealment, they 
say, stems from fear of demands 
for lower taxes. A U, S. Chamber 
of Commerce study pointedly sug- 
gests that President Truman 
reaches an estimated $4.3 billion 
deficit for next year only by 
charging off as current expense 
long-term foreign loans which 
should be entered elsewhere in 
the ledger. 


* ok a 

Perhaps the last laugh will not 
be on OPA but rather on business, 
if Senator McKeller puts over his 
proposed 50% slash in that) 
agency’s emergency funds. Since | 
V-J Day, OPA has handed out 
more than’ 6,000 individual price | 
increases to business men, but} 
this work will be slowed if the 
money is not available to retain 
personnel. Unlike industry-wide 
idjustments, these individual 
grants are not publicized, but OPA 
feels they are the real answer to 
arious hardship situations. 

+ * * 

Commerce Under Secretary Al- 
lred Schindler will have a big 
order on his hands in trying to 
vorkout a model building code, 
ircumscribing feather bedding 
ractices that added tremendously 
to the cost and difficulty of build- 
ing. Presumably one approach 
that will be explored in the con- 
erences ahead will be an effort 
‘0 convince states and municipali- 
les to aecept products that bear | 
‘he Bureau of Standards approval. 
St a standard (CS125-45), pre- 
aicd recently for prefabricated 

‘ss, is destined to play a big 
oh in making interchangeable 
ec ons for mass-produced houses. 


i ed 2 

nning through a powerful 
drawn up the other day by 
ing lines that want to expand 
the foreign air line field, it 
nteresting to ponder the pre- 
lent of Vice Admiral Emory | 
S. and, who resigned from the | 

d States Maritime Commis- | 


to head the Air Transport) 21 BROOKLINE AVENUE, BOSTON 15, MASSACHUSETTS 


‘iation of America. The ship | 
ests have dug up a quote! 
h he made before the Senate | 
ierce aviation subcommittee 
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particular trades and of travel;the public’s hands and with the,and the Climax engineering, agri- 
habits” are some of the benefits| national debt the way it is, people|cultural and industrial division, 


of combined sea-air travel. are not enthusiastic about cutting | Clinton, Ia. ; 
* ¢ 8 taxes on furs and liquor.” John W. Peterson has been ap- 


? : pointed advertising manager of 
ae Raed vag Mond en Climax Industries, with headquar- 
reau oO - 


Chi ters in Clinton. 
ports that beer, liquor and other) Climax Moves Sales ' 
‘alcoholic beverages brought in| Offices to Chicago | 


By STANLEY E. COHEN, Washington Editor. nearly $2.4 billion to the govern-|| Climax Industries, Cleveland, | foing Morton Freund 


ment last year—a nickel out of | has_moved its general sales offices | 


\in 1945 pointing out that “inter- every dollar in taxes collected. | to Chicago at 1901 S. Western Ave./ John Whelan, formerly produc- 


| This includes the sales departments | tion manager for J. M. Hickerson, 
of McAlear Mfg. Company, Chi-|Inc., New York, has become pro- 
cago and Tulsa, manufacturer of | duction manager of the Morton 


/money exchange and so forth; ex- ton, is convinced that “At a time | automatic controls and specialties|Freund Advertising Agency, New 
q| Perience in the peculiarities of like this, with so much money in for steam, gas, water, oil and air, | York. 


World’s 
Largest Specialty Store 


selects 
Boston’s Popular Quiz 


“TELLO-TEST’ 
WNAC- 9:15 a.m. 


Monday thru Saturday 


TELLO-TEST has Boston listeners rushing 
to encyclopedias, histories, dictionaries, 
almanacs and other reference sources — 
to find the answer before the phone rings. 

Another example of Yankee Show- 
manship that has made WNAC first with 
Boston's leading stores. 


“— 
~! 


FRED LANG 
Quiz Master 


LOUISE MORGAN 


Cc rcial A er 


pteceptance (a THE YANKEE NETWORK’S Foundation 


THE YANKEE NETWORK, INC. 


Member of the Mutual Broadcasting System 


Represented Nationally by EDWARD PETRY & CO., INC. 
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Vets Launch ‘Close-Up’, 


Photography Newspaper 

Close-Up, “the Newspaper of 
Photography,” with an all-veteran 
staff headed by editor and pub- 
lisher Jack Denton Scott, who ed- 
ited the newspaper of the Signal 
Corps Photographic Center, As- 
toria, N. Y., will reach newsstands 
March 12, dated March 16. The 
paper will be published every two 
weeks in standard tabloid news- 
paper format, and will cover the 
motion picture, still picture and 
television fields. 

Designed to appeal to all who 
work with pictures, the publica- 


tion will carry in its initial issue 
exclusive authoritative reports on 


| films in television, color photogra- 
| phy, government photographic sur- 
| pluses and related subjects. Price 
| is 10 cents per copy, $1 for a six- 


| month subscription. General of- 
fices are at 130 E. 24th St., with a 
|Los Angeles headquarters under 
the direction of Syd Cassyd, West 
Coast representative. 


Race Joins Gibbons 

Eva N. Race, formerly with 
Spitzer & Mills, Toronto agency, 
has joined J. J. Gibbons Ltd., To- 
ronto, as space buyer. 


LaSalle Hat to McCann 


LaSalle Hat Company, Phila- 
delphia, has named McCann- 
Erickson, New York, to handle 
advertising for Champ 1men’s hats. 
The company is planning the larg- 
- a ican in its history during 


Drew Joins American Gas 


Edward Drew, formerly deputy 
manager of American Bankers As- 
sociation, has been named assist- 
ant director of promotion of 
American Gas Association, New 


York. 


, the influential home-town station, is preferred by 
Detroiters because it is financed and developed by Detroiters ... 
and this station completely covers the Detroit area (The Most 
Progressive and Fastest Moving Market in the World) at more 
reasonable rates than any other major Detroit station. 


(Key Station of the Michigan Radio Network) 


Affiliated with the American Broadcasting Company, Inc. 
Owned and Operated by the 
KING-TRENDLE BROADCASTING CORPORATION 
1700 Stroh Building . 
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Detroit 26, Michigan | 

Represented by the Paul H. Raymer Co. | 
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Newsprint Supply 
Cut by Magazine 
Purchase of Mills 


Upgrading, Labor 
Supply, Pulp Needs 
Occupy Convention 


New York, Feb. 28.—One an- 
swer to the question of where all 
the newsprint has gone was sup- 
plied to the annual convention of 
the American Paper and Pulp As- 
sociation by Warren S. Bullock, 
manager of the import committee, 
who declared that Canadian mills 
show a tendency to follow Ameri- 
can mills toward conversion to 
magazine and commercial paper, 
and that purchase of mills by 
American magazines is contribut- 
ing to and accelerating the news- 
print shortage. 

Convention discussions high- 
lighted the fact that, although the 
industry is geared to produce all 
the paper needed in this country 
(18,000,000 tons compared with 
13,600,000 tons in 1939), continu- 
ing shortages of pulp and labor 
present the threat of a continued 
paper shortage. 


Small Imports Seen 


Although 1,250,000 to 1,500,000 
tons of pulp should be imported 
annually, it is doubtful whether 
any but a small fraction of this 
amount will reach the United 
States in 1946, industry spokesmen 
said. Foreign producers in a sell- 
er’s market will not ship at present 
OPA prices, industry leaders de- 
clared. 

Imports in 1945 were about 
1,700,000 tons, however, and OPA 
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| officials point out that pleas ‘o, 
higher prices from producers do 
not necessarily mean that they » | 
not ship at present prices, par ic. 
ularly when, as is the case y ith 
Sweden and Canada, the Un teq 
States is the principal custome... 


War Prisoners ‘Out’ 


Shortages of labor, particul. rly 
in the woods, have been estim: teq 
at more than 40,000 men, and the 
industry will lose 17,000 prisoners 
of war who have been employed 
in the woods. Return of wor).ers 
from the services and war plants 
has been slow, owing to the {act 
that pay for hard labor in the 
woods is not attractive. Mills are 
comparatively well supplied with 
labor, when compared with woods, 
it was reported. 

The domestic newsprint industry, 
Mr. Bullock pointed out, has de- 
clined almost to the vanishing 
point. “In 1913, before newsprint 
was placed on the free list, there 
were 70 mills making newsprint in 
the United States, 27 of which 
made newsprint only,” he said. “As 
of today, 32 of these mills have 
gone out of existence entirely, and 
34 have turned to other grades, To- 
\day only four of the 70 mills make 
newsprint.” 

Reciprocal trade agreements, Mr 
Bullock said, have contributed to 
the “striking increase in shipments 
of dutiable printing paper from 
Canada.” 


'‘Trylon to Benson & Dahl 

| Benson & Dahl, Chicago, has 
been appointed to handle the ad- 
vertising of Trylon Products Cor- 
poration, Chicago, maker of Trylon 
bubble bath tablets. Newspapers 
are being used. 


‘Manufacturers to Meet 

| The 75th annual general meet- 
ing of the Canadian Manufactur- 
ers’ Association will be held June 
4-6 at the Royal York Hotel, To- 
ronto. 


Al CCHCe- 


Woolen and Worsted Texti 
acres of humming mills . . . 
ers earning high wages .. . 
prosperous trading center. 


Effective Buying Income. 


— Sales Manage 


WARD-GRIFFITH CO. -WN 


BSS SS s 
AGGRESSIVE MERCHANDISERS 


The eye of every alert advertiser is on Lawrence, the 


LAWRENCE MARKET 


Annual Retail Sales.......... 


Buying Income Per Family........... 
ABC City Zone Population.......... 


Eagle-Tribune: The only daily devoted 
exclusively to the Greater Lawrence 
market has reader friends in 95 out of 
100 homes. Average net paid circula- 
tion (ABC) over 35,000. 


tt EAGLE-TRIBUNE! 


_ LAWRENCE, MASSACHUSETTS 


DOLLARS 


le Capital of America! 400 
thousands of industrial work- 
over 1900 retail stores in a 


....... $50,686,000 
rE se $89,734,000 
$3,884 
124,849 
ment Estimates — 


ATIONAL REPRESENTATIVES 
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Hardware Dealers 
Urged to Spend 2% 


of Income for Ads 


Milwaukee, Feb. 26.— The Na- 
tional Retail Hardware Association 
ic recommending that its members 
s} end 2% of income for newspaper 
advertising, it was disclosed at the 
50th convention of the Wisconsin 
Retail Hardware Association here. 

Cc. G. Gilbert, Chicago, secretary 
of the Illinois Retail Hardware As- 
sociation and a former president | 
of NRHA, said that the average) 
hardware store now spends one- | 

half of 1% of income for news- 
paper advertising. 

The convention was given a| 
recommendation by its legislative | 
committee that the association pe- | 
tition Congress to amend the tax 
laws to require cooperative cor- | 
porations now exempt to pay taxes | 
on the same basis as the private 
companies with which they com- | 
pete. 


Cites Danger Ahead | 


Rivers Peterson, Indianapolis, 
managing director of the NRHA, | 
told the convention that unless co- 
operatives are taxed eventually | 
they will put the small town re-| 
tailer out of business. 

He declared that the GLF Co- | 
operative, Ithaca, N. Y., did $138,- 
474,000 worth of business through | 
its chain of stores in 1943; that the 
Cloquet, Minn., Co-operative So- | 
ciety did $1,306,000 business in| 
1944 and the Tipton County Farm | 
Bureau Cooperative Association, 
Tipton, Ind., increased its income | 
from sales and service from $34,- | 
190 during 1931 to $407,853 nied 
1944. 

“These co-ops are building in- | 
terlocking vertical trusts which | 
will be able to sell far below the} 
best prices that any of you ever 
will be able to quote,” he warned. 
“They will be able to do this as 
soon as their period of expansion 
is finished and they choose either 
to give their patrons cash or lower 
their prices so that they will have 
no profits.”’ 


Daytime Radio Rate 
Gains, CAB Says 


Cooperative Analysis of Broad- 
casting, New York, has revealed 
that since mid-December there has 
been a greater number of sets-in- 
use during weekday afternoons 
than during the two-week period 
including V-E Day. The average 
sets-in-use for December-January 
was 15.6 and for January was 15.7, 
with both ratings above the vic- 
tory period. Both morning and 
afternoon listening averages of the 
latest report were 0.4 above the 
figure recorded during the cor- 
responding period last year. 


Names Jacobs Agency 


The Jacobs Company, Chicago, 
has been named to handle the ad- 
vertising of Monogram toiletries 
for men, made by L & K Labora- 
tories, St. Paul. National maga- 
zines, 
papers will be used. 


Lyon Heads Trayco 


James B. Lyon, former partner 
in the advertising agency of Moser 
& Cotins, New York, has been 
made president of Trayco, Inc., 
New York. 


newspapers and _ business | 


Taylor Elected V.P. 


Glenhall Taylor, for the past 
year an associate director of Young 
& Rubicam, Hollywood, has been 
appointed vice-president of the 
lagency. He will continue to su- 
pervise the Pacific Coast radio ac- 
tivities of Y&R. 


Advances Bokelund 


Chet Bokelund, eastern manager 
of the United States News, New 
| York, has been advanced to the 
| position of national advertising 
sales manager. 


Publishing Firm Moves 


Industrial Publishing Company 
has moved its offices to 1240 On- 
tario St., Cleveland 13, giving the 
company double the floor space it 
formerly occupied. 


Appoints Gillespie 

George Gillespie, general pork 
and provision merchandiser for 
Kroger Grocery & Baking Com- 
pany, Cincinnati, has been ap- 
pointed director of the meat di- 
vision of the National Association 
of Retail Grocers, Chicago. 


Cover Catholic : 
Schools, Churches, 1 
and Institutions ! 
a: 
1 
| 


35 W. WELLS ST. MILWAUKEE aus 


it's the 


10Cal 


People are interested most in things and events and persons that 


are closest to them. They read the news from Chungking and Moscow, from 


Paris and Tokyo, “but to a much greater extent, 


says the Advertising 


Research Foundation which conducts The Continuing Study of Newspaper Reading, 


“Breakfast in Hollywood” with 
8.3, leads the daytime programs in 
popularity, while “One Man’s Fam- 
ily’ with 9.6 leads for 
programs, CAB announced. 


To Publish Trade Index 


Dun & Bradstreet, New York, is 
publishing a trade index of United 
States manufacturers to be dis- 

ributed free to approximately 40,- 

(00 Latin American buyers during | 

he summer of 1946. 
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“they read news that touches their everyday lives.’ « The levying of 


a new property tax, the appointment of a new superintendent of schools. 


the engagement of a neighbor’s daughter, the victory of the High 


School team, the renomination of Mayor McCarthy, the stage 


success of the corner druggist’s son, the accident on Maple Avenue, 


the robbery on Main Street, the return from overseas 


of Lieut. Coddington ...events like these 
make news of compelling interest to people 


in the community. And it is news 


that they can get only in their local 


newspapers. ¢ This intimate hometown flavor, 


this unique local touch of the newspaper is one of the 


reasons why its contents, including the advertisements, are read so eagerly 


and thoroughly...one of the reasons why advertising in newspapers 


produces such large returns. 


This advertisement, prepared by the Bureau of Advertising, A. N. P.A., is published by The Pittsburgh Press in the interest of all newspapers 
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Agency Organ Speaks 
Out on Necessi 
for Higher Status | 


[The following analytical dis- 
cussion of the status of advertising | 
managers is reprinted from the 
current issue of “Grey Matter,” 
house organ of Grey Advertising 


I Ad Manager an Office 


Boy or an Executive? 


should be—a capable business ex- 
ecutive. 


permitted to be?) then the chair 
he occupied was essentially -waste 
furniture. 

We are not talking, of course, of 
manufacturers with small adver- 
tising budgets who in some in- 
stances may have reason to ques- 


If he ever was a rubber | 
stamp (and who can deny that in| 
some instances that is all he was| 


provocative and challenging, and| manager. Neither are we talking 
ADVERTISING AGE will 


comments and discussion. ] ‘dollar budgets, who have usually 


| “ ” 
The Forgotten Executive—The |°'rectly spotted 
|ing director in 


Advertising Manager: Has the ad- , 

vertising manager grown in stat- | Scheme of things. 

ure as rapidly as the advertising | We are thinking, rather, of the 

budget? |great “middle class” of national 
If he hasn’t, is it due to a “con- advertisers; those manufacturers 

genital weakness” among advertis- with ad budgets running from per- 

ing managers? ‘ haps $250,000 to $500,000 and 


Or is it because top management | 


the executive 


Agency, New York. It is extremely | tion the need for an advertising | 
welcome | about the advertisers with million | 


the advertis-| 


$600,000 and somewhat higher. 
Some of these advertisers invest 
'as much and even more in adver- 


‘'tising each year than in direct. 


selling expense. Yet an ocean 


separates the sales manager and | 


the advertising manager when it 
comes to executive ranking. 


Just an Office Boy? 


national advertisers place the ad- 
vertising manager on organiza- 
tional charts that were drawn up 


‘originally when their ad budgets | 


were considerably smaller. The ad 
budget has grown—but the adver- 
tising manager still sits in pre- 
cisely the same tiny circle in the 
organizational chart. 

The advertising manager, as we 
‘have just said, is a business ex- 
ecutive. Or he should be. But in 
itoo many organizations doing na- 
‘tional advertising he is simply the 
guy who writes circulars that the 
| advertising agency snubs or is the 
'“go between” (known 
|dignified language as the “liaison 
officer”) picking up loose ends be- 


= 


Too many of these “middle class” | 


Advertising Age, March 4, 1% 14 


tween client and agency. fore in the type of manufactur) , 
It’s Time to Redefine the Ad company that we label as midd e 
Manager’s Job: We know of one |class advertisers. Not only y || 
New England manufacturer whose |the ad budget be larger but |e 
1945 ad budget was $340,000,| functions that will come une, 
whose advertising manager is paid|the heading of advertising y ||| 
'$4,000. For years, that position, multiply. The advertising mana; er 
paid $3,200, during which time the|must be permitted to play 1 ¢ 
ad budget ran from $200,000 to as|role that is demanded both by ‘ ie 
high as $320,000. developing times and by the s ze 
But it isn’t only in compensa-|of the advertising appropriation 
tion that the advertising manager Advertising Isn’t a Thing Apa't: 
is down-rated. More importantly, | It is a fact that, in some manu- 
he is down-rated in the basic con-|facturing organizations, the ad- 
cept of his functions. | vertising manager is not inViteq 
‘to attend most executive meetings 
Ad Functions Diffused ‘unless advertising is specificaily 
In most manufacturing organi- jon the agenda. His knowledge and 


zations with the middle-class ad 


experience are too often cor- 


in more) 


budgets the advertising functions | pletely ignored in such basics as 
are not concentrated with the ad-|determination of the line, deter- 
vertising manager. To the con-/|mination of price, determination 
trary, they are apt to be diffused | of marketing procedure. Yet, if 
over a number of executives. In|he is a competent advertising ex- 
some organizations that may be ecutive, he is in a position to make 
highly advisable. In other organi- | valuable contributions to discus- 
zations, it is anything but advis-/|sions of these phases of business 
able. operation. If nothing else, his 

Advertising is destined to play a | grasp of the public mood makes 
more important role than ever be-| him, at such meetings, a helpful 


still views the advertising man- 
ager with a somewhat tolerant, if 
not jaundiced eye? Is it because 
the ad budget has expanded in 
an almost insidious way, with the 
result that top management isn’t 
fully aware of the expanding im-| 
portance of the advertising man- 
ager’s function? Is it because old 
habits—like putting the president’s 
nephew in the ad manager’s chair 
(because he’ll cause the least 
trouble there!)—are difficult to 
cast off? 


Personnel Men Leap Ahead 


It is pertinent to note that, 
within no more than ten years, 
the personnel director has jumped 
from almost a nonentity to an ex- 
ecutive of respected and respectful 
rank. He sits in at top manage- 
ment conferences. He is considered 
an authority over his particular 
domain. And if there is such a 
thing as a “caste system” in ex- 
ecutive circles (and there very 
definitely is), then the personnel 
director is apt to rate a higher 
caste ranking than the advertising 
director. And, what is more, the 
director of public relations—like 
the personnel director—usually 
exercises more authority over his 
baliwick than does the advertis- | 
ing director. 

The Advertising Manager—A 
Business Executive: The advertis- | 
ing manager is, today—or certainly 


Print it in’ 
the West | 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 


process colors fast, modern 


rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 


aes 6 on request 


Rodgers & 
McDonald 


¥ Publishers, Inc. 

2. Rotary Printing Specialists 

‘ 2621 W. 54th Street 
Los Angeles 43, Calif. 
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|perhaps the advertising manager 


had no great demands made upon 
him. But today advertising is im- 
mensely competitive—and it prom- 


ises to become more so. If the 
advertising dollar is to produce 


its proper return under these con- 
ditions, then the advertising man- 
ager must not only measure up 
to the job but—what is more im- 
portant—must have a job meas- 
ured out for him by top manage- 
ment that fits the needs of today 
and tomorrow. 

Advertising is competitive not 
only in copy appeal but in the 
astute disbursement of the adver- 
tising appropriation. Without go- 
ing into details, it is obvious to 
anyone active in business, that 
advertising dollars can be placed 


|at times and in places where its 


| 


h 4, 1946 Advertising Age, March 4, 1946 

actur) yy interpreter of what public reac-| But What About the Advertising|tually demands a_ strong and | zines of 1914 and study the ad- 
Ss midd e. tin is apt to be and there is sel-| Agency? Of course this emphasis|capable advertising manager at!vertising pages. First—you’ll be 
mly vil] dom anyone else in the organiza-|on the importance of the adver-|the client’s offices if full benefits astounded at the comparatively 
> but the tion better able to double in that|tising manager’s job inevitably|from the agency’s contributions | tiny total of national advertising 
1e uncer perticular role. raises a question with regard to are to be obtained. The agency|as compared with current adver-| 
sing v il] An Integrated Function the relationship of the advertising cannot “live” at the client’s offices. \tising volume in the same me- 
mana; er ‘ }agency and the advertiser. Advertising, however, is a day in | diums. Second—you’ll be equally 
Play 1 ¢ But there is another reason why| We're not letting any skeletons|and day out affair. And it de-| astounded at the leisurely pace of 
th by jie the advertising manager should be/out of advertising’s closets when| mands someone at the client’s|1914 advertising. 

the s ze ai. active participant in a broader|we state that some advertising | office who can both get the best | Today, advertising has become 
riation variety of management discussions| agencies prefer a weak advertis-|out of the agency that the agency |a highly competitive weapon. 
rg Apart: and this is the fact that advertis-|ing manager at the advertising | has to offer—and who can squeeze |There are few fields in which all 
ie manu- ing is inextricably interwoven with| desks of their clients. But we are | the best potentials out of what|of the major companies are not 
the ad- these other phases of the business.| satisfied that such an attitude on|the agency delivers! ladvertisers. The mere fact that 
t invited We have made the point time and| the agency’s part is plain evidence A weak advertising manager is,|a company is advertising no longer 
meetings again in “Grey Matter” that suc-|of a feeling of inferiority. It is|actually, a thorn in the side of|is important—although it was vital 
ecifica |iy cessful advertising cannot be|/a definite confession of the|an advertising agency that is sin- in 1914. Today, the basic ques- 
ledge and achieved when advertising is con-| agency’s fear of its inability to|cerely eager to service the client | ‘tion is: “How brilliantly is the 
en cor. sidered something separate and| tang up to a strong and capable|to the hilt. Conversely, a strong | company advertising and how 
basics as apart from every other factor of advertising executive at’ the/advertising manager is a thorn in| meticulously are all of the details 
e, deter- a4 yeni oe sy eaing iy to be! client's office. the side of an advertising agency |that go to make up a competitive 
‘mination ully profitable, mus e woven that is weak. advertisin rogram welded to- 

Yet, if into the warp and woof of the} Good Man Aids Agency Advertising is Becoming sicather into sas functioning 
ising ex- whole fabric of the business. And! It is sheer nonsense to assume) |Highly Competitive Weapon: We | whole?’ 
1 to make that, in turn, very plainly demands that a competent advertising are inclined to forget that adver- | 
» discus- that the advertising manager | |agency makes a competent adver- | |tising, actually, has developed in} A Top Management Job 
business should be an active participant in|tising manager unnecessary. To/|the last thirty years. If you want) When advertising was competi-| 
alse, his the determination of policy and/|the contrary, the multitude of|to get something of a shock, get tive only in a minor way; when 
d makes procedure with respect to these|services a competent advertising | hold of some metropolitan news-|the sole fact that a company ad-| 
1 helpful related factors of the business. agency is prepared to offer ac-|papers and some general maga- vertised constituted news, then'| 


Mavbe you can sell horseback riding 
by talking about the quality of the nails... 


It's much easier to sell riding on the basis of fun and sportsmanship . . 


easier to sell perfume on 


of alcohol and musk. 


(but. personally we doubt it!) 


. just as it’s 
an allure and glamour basis, rather than listing the content 


And we maintain that it’s doggone hard to sell a refrigerator on the quality 
of its door clasp ...a piano on the quality of the ivory in the keys. . . a bed 
on the kind of wire in the springs and silverware on its construction. 


IF the 


home equipment you promote is to receive more than 8¢ out of the American Family's 


You must sell people emotion... not facts or gadgets or craftsmanship... 
spendable dollar! Yes! This meager tidbit was all that went to buy home furnishings 
or equipment of any kind from 1929 to 1941! 


To help you increase the desire for more sheets and more pianos... more kitchen 


ranges and bathroom tiling... more draperies and more washing machines, we at 

HOUSE BEAUTIFUL are crusading month after month coast to coast with newspaper 

ads (like this opposite ). “BETTER YOUR HOME— 
BETTER YOUR LIVING”... we hope to bring millions of dollars into the battle to 


make the home come first, and keep it first. 


one Through our theme... 


We don't urge you to 


“Blue Sky” 
facts and figures to what emotional pleasure your products will bring the consumer. 
AC-DC facts of a radio... 


entertainment. And beyond the springs in the bed . . 


your products, but we do urge you to go beyond dry 


Beyond the sell family enjoyment of good music and 
. sell better sleep and better health. 


This Ad 


is reaching home makers in 


Surely the fine products you sell for better and more stable American Living do deserve 


“BETTER YOUR HOME—BETTER 


more than 8¢ out of every spendable dollar. Our 


YOUR LIVING” 


these coast to coast cities 


Los ANGELES Take it. use it, profit from it! 
\. San FRANCISCO 
ATLANTA 
Sy CHICAGO — 
ost ican join the crusade to 
lp DETROIT 
ose Granp Rapips p , he [; : 
St. Louis — ‘ " 
‘ ral eller your tome... UU YOU! ving 
New York 


Hicu Point 
CLEVELAND 
PHILADELPHIA 


NOUS BEAUTIFUL 


PITTSBURGH Ry YOUR, 
DALLAS ~ % 
MINNEAPOLIS Py z, 
o . 
MAGAZINE 572 Madison Avenue, NEWYORK 22,0. € 
<p rour™ 


slogan is yours to use free of charge, credit line and obligation! 


competitive 
powerful. 


impact can be truly 
An advertising man- 
ager whose talents are so limited 
that he can function only as a 
rubber stamp is unable to culti- 
vate these immensely valuable 
|competitive advertising opportuni- 
|ties no matter how he may be 


/pushed and prodded by the ad- 


vertising agency. Precisely the 
same is very likely to be the case 
when top management will not 
allow a capable advertising man- 
ager to be anything more than a 


/rubber stamp. 


So We Repeat—Redefine the Ad- 
vertising Manager’s Job: Adver- 
tising has come of age. It takes 
its seat at the table of tested com- 


|petitive practices—and its seat is 


|also come of age. 


an important and honorable one. 

The man who sits in that seat 
—the advertising manager—has 
If he hasn’t, he 
certainly should not be occupying 


that seat. But in entirely too many 


instances, he is strapped in that 


|seat and gagged to boot and com- 


pelled to play a part that may 
have been suitable in 1914 but 


'which certainly is not suitable for 
/1946 and the years ahead. 


We conclude that the time has 


|/come in many organizations to re- 


define the advertising manager’s 


|job. We are satisfied that such a 
|redefinition can only result in ele- 


vating the advertising manager to 
a more nearly equal rank with 
other executives and thus enable 
him, in coOperation with the ad- 
vertising agency, to make _ the 
advertising appropriation a still 
more profitable investment. 
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otf off 


Admen>xthe 
Armed Forces 


Maj. Robert Nathans (AAF) has 
joined Sheldon, Morse, Hutchins 
and Easton, New York public re- 
lations firm, in an executive ca- 
pacity. 

Lt. Elbert W. Frost (Army) has 
joined the staff of John Arthur 
McAvoy, national advertising rep- 
resentative, New York. 

L. C. Bennett (RCAF) has joined 


jthe staff of Spitzer & Mills, To- 


ronto agency, aS an account ex-| 


ecutive. 

Lt. Ralph N. Ives (AAF) has re- 
joined Traffic World, Chicago, as 
production manager. 

Robert Berkeley (Army) has re- 
joined Memphis Publishing Com- 
pany as research director of the 


Commercial Appeal and Press- 
Scimitar. 
Henry S. Evans (AAF) has 


joined Howard G. Mayer & Asso- 
ciates, Chicago, as editorial and 
production manager. 

Lt. Marvin Corwin (Army) has 
returned to Grey Advertising 
Agency, New York, as radio and 


St. Paul Covers Half 
the 9th Largest Market! 


@ Nearly 800,000 population 
more than $1,000,000,000 e 


lab Census) with 
fective annual buy- 


ing income makes St, Paul-Minneapolis the 9th 
largest market in the United States. 


The St, Paul half is covered only by the St, Paul 
Dispatch-Pioneer Press with 157,717 combined 
city zone circulation, No other daily newspaper 
has even as much as 10%, coverage of St. Paul 


families. 


ST. PAUL DISPATCH - PIONEER PRESS 


SAINT 


RIDDER-JOHNS, INC.—Nofiona/ Representatives 


NEW YORK 
342 Madison Ave. 


PAUL, MINNESOTA 


CHICAGO 
Wrigley Bidg. 


ST. PAUL 
Dispatch Bidg. 


television director. Lt. Comdr. 
Clem Kohlman also has returned 
= the agency, as account execu- 
ive. 


George Rejoins Philco 


Raymond B. George (Army) has 
rejoined Philco Corporation, Phil- 
adelphia, as sales manager of the 
accessory division. 

Sidney Lewis has joined Grav- 
enson Company, New York, as an 
account executive. 

Capt. D. B. Walters (Army) has 
joined the staff of Finish, business 
paper serving the porcelain enam- 
eling and ceramic finishing indus- 
try 

Mai. Joseph McNamara (Army) 
has rejoined Kling Studios, Chi- 
cago, as an art director. 

Lt. Frederic W. Wile Jr. (Navy) 
has rejoined Young & Rubicam, 
New York, in the radio division. 
Lt. George T. Sewall (Navy) has 
returned to the agency as associate 
research director. 


To O’Grady-Anderson 


Lt. Robert Gray (Navy) has 
joined O’Grady-Anderson, Chicago 
agency. 


Company, radio station represen- 
tative, as manager of the Atlanta 
office, 

Portia Christian (Wac) has re- 
joined Caldwell-Baker Company, 
Indianapolis, as secretary and di- 
rector of research. 

Milton J. Hale (AAF) has re- 
sumed his duties as sales represen- 
tative of WMAS, Springfield, Mass. 

Lt. David R. Bradley (AAF) has 
been appointed national advertis- 
ing manager of the News-Press 
and Gazette, St. Joseph, Mo. 

Gilbert Simon (Army) has been 
appointed director of publicity and 
promotion at KFWB, Hollywood. 


Joins Wolff Studios 


Maj. Stanley R. Paterson (AAF) 
has joined the staff of Raphael G. 
Wolff Studios, Hollywood. 

Maj. Charles E. Emery (USMC) 
has resumed his duties as presi- 
dent of Emery Advertising, Balti- 
more, Md. 

Lt. James P. Milton (Army) has 
joined the staff of Leon Livingston 
Advertising Agency, San Francisco. 

Capt. 
(Army) has rejoined The McCarty 
Company, Los Angeles. 
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joined George 


Fred F. Hague (Army) has 


Maj. McFerrin C. Ritter (Army) 
P. Hollingberry |has resumed his duties as sales 


promotion and advertising dire: toy f 
of the Prosperity Company, Syra-. Phi 
cuse, N. Y. I 
Lt. Comdr. Dent Hassinger |; & 
rejoined the Chicago staff of the C P 
Bureau of Advertising, Amer can 4p 
Newspaper Publishers Associaton — “ 
and Donald Q. Coster (Army) has 
joined the New York sales stafi ( 
Capt. E. Gwen Thomas (Ar \y) soir 
has been named director of public Chi 
relations for Syracuse Manufac- I 
turers Association, Syracuse, N_ y. re 
Col. V. G. Brettman (Army) has ~ 
joined the advertising staff of ' 
Steel as assistant advertising man- ~ 
ager, covering Milwaukee and (hi- sal 
cago. Pa 
Watt to Mills trol 
Capt. Robert J. Watt (Army) fj. 
has been appointed assistant ad- Age 
vertising manager of Mills Indus- dire 
tries, Chicago. ( 
James Hill (Army) has joined has 
the Son De Regger Advertising as 
Agency, Des Moines, as account (N 
executive. pre 
Patric Jacovidis (Army) has & par 
Clarence G. Davenport | joined the staff of Beaumont, Hel- (U! 
ler & Sperling, Reading, Pa., as nev 
photographer. F 
Capt. Edward B. Scull (Army) the 
has rejoined the copywriting de- oo 
0! 


hed 
ane. dis- 


NEONS ... 
WOOD... METAL... 


iS 
that Sell! 


PLASTICS . .. GLASS 
COMPOSITION 


We're ready for immediate production! 
Now serving many of America’s lead- 
ing Industries. Ideas and estimates 
submitted without obligation. 


Gow tat WLLL VIZ, -- free of charge}: 


valuable surveys of your market 


MILL & FACTORY can tell you! It is surveying industry, 
market by market. Ask for your copy of the surveys now 
ready for these industrial trading areas: 


BUFFALO SYRACUSE (Onondaga County) 
(Erie and Niagara Counties) CLEVELAND 
DETROIT (Wayne (Cuyahoga County) 
and Oakland Counties) ROCHESTER (Monroe County 
INDIANAPOLIS ST. LOUIS (St. Louis County, 
(Marion County) Mo., St. Clair and 
ALLENTOWN-BETHLEHEM Madison Counties, 
(Lehigh and Northampton tl.) 
AKRON (Summit County) 


Counties) 
PITTSBURGH CANTON (Stark County) 
(Alleghany County) TOLEDO (Lucas County) 
HARTFORD (Hartford County) ERIE (Erie County) 


STATE OF COLORADO 
WORCESTER 

(Worcester County) 
LANCASTER 

(Lancaster County) 


YORK, PA. (York County) 
BRIDGEPORT 
(Fairfield County) 
BALTIMORE 
(Baltimore County) 


Each survey tells you not only how many prospects you 
have in a particular area, but also how many are in each 
financial bracket — over $1,000,000, $750,000-$ 1,000,000, 
$500,000-$750,000, and so on. The survey gives you help- 
ful data on the nature of industry in the area, and on its 
employing power—a dependable measure of buying 
power for your product. 

You can use these surveys in fixing geographical sales 
quotas. They will help you determine where you can 
concentrate sales effort most profitably. Industrial mar- 
keters are using the surveys in the establishing of sales 
territories. The surveys take the guesswork out of indus- 
trial market analysis, for plants too small (regardless of 
financial rating) to reward sales effort are eliminated, as 
also are warehouses, and other establishments with little 
or no buying power. 

A prominent market research executive, connected 
with a nationally known manufacturing firm selling to 
industry, writes: 


“This is one of the first times that | have seen a 
publication do a research job where the facts 
obtained could really be used by an industrial 
company for its own individual purposes, and 
without the necessity of qualifying them or 
apologizing for them as coming from a biased 
source.” 


in Leading Industrial Areas = fx: 


Exactly how many worthwhile prospects have you in the 


Bridgeport, Cleveland, and other leading centers? 


Detroit industrial trading area — in Buffalo, Indianapolis, F to : 


Sm 
an 
stat 
Jr. 
Chi 
MILL & FACTORY industrial trading area market studies F 
are no mere paste-up of directory and published statistical J joir 
data. They are based on the current, personal knowledge & Ne\ 
of industry possessed by the staffs of the industrial dis- 
tributors through whom MILL & FACTORY circulation j 
is built and maintained. The 1,350 salesmen employed vals 
by MILL & FACTORY distributors practically “live” in offi 


industry. They are the expert market analysts — aware of F 


every personnel or company change in industry literally J Tra 
before it takes place. Through them MILL & FACTORY fa o 
advertisers reach the executives who can say “yes” and L 
make it stick—-in practically every worthwhile prospect J J0ir 
for your product in industry. hn 

To test the accuracy of your own prospect lists, analyze c 
what you have in York County, Pa., of which York is the J has 
county seat. If your figures agree with the following § Rut 


based on a MILL & FACTORY survey just completed, 
you are O.K. in York: 


No.of No.reached Copies 
Worthwhile by Mill& of Mill & 
, Plants Factory Factory 
Rated over $1,000,000 23 23 100% 47 
$750,000 to 1,000,000 1 11 100% 19 
500,000 to 750,000 7 7 100% 13 
200,000 to 500,000 10 10 100% 11 
75,000 to 200,000 17 17 100% 17 ‘ 
Unrated Plants 24* 32 7 
Total 68 92 139° Y 
*'These are mainly the important unrated plants. 
*%’Tests show each copy of Mill & Factory is read by 5 « 
6 plant executives. 
f 


To get your copy of the complete survey of York, F.. f° 
and surveys of other industrial trading areas, write to: ; 


CONOVER-MAST CORPORATION — 205 E. 42nd St., Now FF 
York 17; 333 No. Michigan Ave., Chicago 1; Leader Bid, - 
Cleveland 14; Duncan A. Scott & Co., West Coast Repr°- 
sentatives, Mills Bldg., San Francisco 4; and Pershi'g 7 
Square Bldg., Los Angeles 13. 
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partment of Geare-Marston, Inc., 
»iladelphia. 

Lt. Comdr. A. W. Fargo Jr. has 
‘oined the Charles W. Hoyt 
‘ompany, New York, as assistant 
to the president. 


To Needham, Louis 


Comdr. Rudyard C. McKee has 
joined Needham, Louis & Brorby, 
Chicago, as account executive. 

Lt. Comdr. C. A. Kelso has re- 
jo ned Brooke, Smith, French & 
Deorrance, Detroit. 

Lt. Comdr. Earl L. Coppock has 
been appointed manager of the 
sales promotion department of the 
Packard Motor Car Company, De- 
troit. 

Capt. Frank Yusko (AAF) has 
joined the Ohio Advertising 
Agency, Cleveland, as assistant art 
director. 

Capt. John H. Ferguson (Army) 
has rejoined WOAI, San Antonio, 
as a salesman. Lt. Ben J. Kernan 
(Navy) has joined the station’s 
promotion and merchandising de- 
partment and Capt. George Peters 
(USMC) has rejoined the station’s 
news staff. 

Peter J. Carr (Navy) has joined 
the advertising staff of Chain Store 
Age’s variety store editions, New 
York. 

Cpl. Morton A. Blumenthal has 
resumed active management of his 
agency, M. A. Blumenthal Com- 
pany, Hartford, Conn. 


Balcomb to Hutzler 


Capt. Philip E. Balcomb (Army) 
has joined Hutzler Advertising 
Agency, Dayton, O., as account 
executive. 

J. Cullen Landis (Army) has 
joined Sarra, Inc., Chicago, to be 
in charge of 35mm. and 16mm. 
movies for advertising sales, in- 
dustrial training and television. 

Ken Raetz (Navy) has opened 
Kenmoor Advertising, Chicago, to 
handle industrial accounts. 

Lt. Comdr. Joseph R. Joyce 
(Navy) has joined Hill Advertis- 
ing, New York, as account execu- 
tive. 

Ex-servicemen recently added 
to the staff of Liberty include for- 
mer promotion manager Loughton 
Smith (Marines) who has become 
a member of the advertising sales 
staff in New York, and Rex S. Gay 
Jr. (Navy), who has joined the 


— 
s) 


oP: 


Chicago staff. 

Paul M. Winship (Marines) has | 
joined Merrill Anderson Company, | 
New York, in copy and contact. 


Hardison Reopens Office 


J. Brown Hardison (Army) has 
returned to reopen the Chicago 
office of The Modern Stationer. 

Set. Ashley Hale has joined 
Tracy-Locke Company, Dallas, as 
a copywriter. 

Lt. George Goodlet (Navy) has) 
joined J. M. Mathes, Inc., New 
York, as assistant account execu- 
tive, 

_ Col. John W. McGuire (AAF) 
has joined the New York office of 
Ruthrauff & Ryan as account ex- 
ecutive. 

Samuel L. Frey (Army) has) 
joined Doherty, Clifford & Shen- 
field, New York, as assistant di- 
rector of media. 


Fawcett Names Miller 


E. G. Miller (Navy) has been 
appointed eastern division sales 
manager of Fawcett Distributing 
Corporation, New York. 

Lt. Benjamin Shattuck (Navy) 
has joined Edmund S. Whitten, 
Inc., Boston agency, as assistant to 
the president. 

Lt. Col. Vorberg (Army) has 
joined the New York office of 
Compton Advertising. 

_ Maj. H. William Davis (AAF) 
has joined the New York adver- 
Using sales staff of McCall’s. 

Lt. Col. George Kern (Army) 
ho returned to Benton & Bowles, 
Ne." York, as chief time buyer. 

\rthur J. Hinds (Army) has 
jo!.ed J. M. Hickerson, Inc., New 
You, as production manager. 


Chase Rejoins Agency 

dward G. Chase (Navy) has 
re ined Kiesewetter, Wetterau & 
‘r, Inc., New York, in an ex- 
ve contact and research ca- 
ty. 
'. Comdr. Leon Arons (Navy) 
oined William H. Weintraub & 


eA 


( 


7 York, as director of re- 


SE 


3 Philip T. Farnsworth (Navy) 


joined Abbott Kimball Com- | 


D as manager of the San Fran- 
‘| 9 Office, 
Lawrence Golden (Army) 


| 
| 
| 
| 


has joined Tennis as advertising 

and sales promotion manager, with 

offices at Greenwich, Conn. 
George S. Birdsong (Army) has 


rejoined G. Lynn Sumner Com-_| 
pany, New York, as account ex-| 


ecutive. 


Lt. Lawrence K. Strouse (Navy) | 


has joined the advertising depart- 
ment of B. Kuppenheimer & Co., 
Chicago, men’s clothing manufac- 
turer. 

Lt. George S. Lyman (Army) 
has rejoingd Roche, Williams & 
Cleary, Chicago, as art director. 

Edward M. Stern (Army) has 
returned to the media department 
of H. W. Kastor & Sons Advertis- 
ing Company, Chicago. 


Thornquest to Ziv 


Lt. C. J. Thornquest (Navy) has 
joined Frederic W. Ziv Company, 
New York, in a sales capacity. 

Lt. Comdr. Hollis F. Peck has 
resumed his position as manager 
of the public relations department 
of John Morrell & Co., Ottumwa, 
Ia., meat packer. 

Reid, Edward Jr. and Tom Bab- 
cox have returned to Babcox Pub- 
lications, Akron, as vice-president, 
associate editor and assistant 
treasurer, respectively. 
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D SPACE AVAILABLE! 


Due to peacetime expansion, 9 
of the 57 cities, in which the finest fleets of 


Space at taxicabs carry Taxiposters, now have some 
Indianapolis available space for new advertisers. Exclusive 


Cleveland weekly showings, each city, on 23” x 38” 
—- Taxiboards. Agency commission. Phone 
“St tow. WAbash 3247 or wire (collect) for informa- 

Dalles tion and rates. Wm. E. Whaley Company (Est. 


Omaha 


pron 1933), Louisville 2, Ky. 


WHALEY 


“traveling billboards on the boulevards and back streets” 


NINE HUNDRED AND FIFTEEN FEET HIGH 
ONE MILLION LISTENERS WIDE 


COVERS OKLAHOMA BEST 


930 KC.—NBC AFFILIATE 


OWNED AND OPERATED BY 
THE OKLAHOMA PUBLISHING CO.: 
THE DAILY OKLAHOMAN AND TIMES 
THE FARMER-STOCKMAN 
KVOR, COLORADO SPRINGS 
KLZ, DENVER (Affiliated Mgmt.) 


REPRESENTED NATIONALLY 
BY THE KATZ AGENCY, INC, 
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There’s no such place. Tulsa, Oklahoma 1s 
a prosperous, sales-minded city in the 100,000 
population group. 1944 retail sales were over 


$126 Million Dollars. Liquid gold makes 


Tulsa a top-notch market... just as 


The GOLDEN LEAF puts the Golden 
Belt of the South 


in a class by itself. 
City population in the Golden Belt is over 


260,000... with a 1944 sales volume of over 


$165 MILLION DOLLARS. 


In 1944 this 33 county area accounted for 
$360 Mullion in Gross Farm Income ... $324 
Million in Retail Sales... $723 Million Eftec- 
tive Buying Income. 

Figures Compiled from Sales Manag 


nent 1945 Survey of 


Buying Power 


The ONLY Morning and Sunday paper in this whole 
and OBSERVER. 


33 county area is the Raleigh NEWS 
Reaches 47° of all urban and rural white families. 
It's the “Good Morning and Good Business Newspaper 
in the Golden Belt.” Has one of the lowest milline 


rates of any newspaper in America. 


Josephus Daniels, Publisher 


~ Latin America Big | 


Potential Market, 
? nis Dillon Says 


New York, Feb. 26.—American 


| manufacturers looking to Latin 


American markets face a most en- 
couraging picture, according to es- 
| timated figures on Latin American 
| potentialities released recently by 
'Luis G. Dillon, vice-president of 
| McCann-Erickson. 

| Although the area of Latin 
| America is one-fifth larger than 
| that of the United States and its 
_ population is approximately the 
|same, its people own only one- 
'twentieth as many radio sets as 
| do Americans, and one-thirtieth as 
/ many motor vehicles. 

| Mr. Dillon explained that 


“American manufacturers have at 


their disposal a variety of produc-| 
and offered as evi-| 


| tive channels,” 
| dence the estimated number of 
business men who could promote 
American products in Latin Amer- 


pox / 


PATENTED HEEL AND TOE 
NEW MARK—This seal, adopted by 
Scott & Williams to identify the com- 
pany's new style no-seam hosiery, will 
be promoted in consumer and trade 
advertising. The new stockings will be 
made and marketed by selected manu- 
facturers under license agreement with 
S&W, maker of the machines on which 

the stockings will be woven. 


ica. Manufacturers total 


16,000, 
compared to the United States’| 


Roy. aa 
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184,000; wholesalers, 16,000, UL. s 
201,000; retailers, 52,000, U. 5. 
1,770, 000, and sales agents, 12 09. 
U. S. 21,000. 

From an economic point of v ew. 
| the future looks bright for An er. 
|ican business, Mr. Dillon thi ks. 
| with “conservative estimates” in- 
dicating that in 1944 “total sles 
served only to meet one-third of 
Latin America’s normal deman js” 


Agency Appoints Faude; 
Elects Other Officers 


Corry W. Faude, with Cramer. 
Krasselt Company for the pas! 2 
years, has been elected treasurer 
of the Milwaukee agency. 

Others elected at the annua] 
board of director’s meeting include 
Carl H. Brehm, M. R. Grossman. 
Frederic A. Schneller and Robert 
F. Timm, vice-presidents. 


To Donovan & Thomas 


Charles O’Neil, formerly asso- 
ciated with Tracy, Kent & (Co. 
New York, as account executive 
and copy chief, has joined Dono- 
van & Thomas, New York, as di- 
rector of merchandising and copy. 


World's 


MANUFACTURING 
CENTER ... of 
Filling Station 
Equipment 


Pump Company . 


employment for the 


REPRESENTATIVES: 


@ Filling stations throughout America... 


ALLEN-KLAPP CO, » 


A 400-ton press stamping out the one-piece steel housings for Wayne gasoline dispensing pumps. 
Nationally advertised—sold all over the world. Photograph by courtesy of The Wayne Pump Co. 


to Fort Wayne for oil and gasoline dispensing equipment. The Wayne 
.- Bowser... Tokheim ... three biggest : 
filling station equipment field are all located in Fort Wayne... employing 
thousands of workers and with sales offices in principal cities... all with a 
huge backlog of orders to meet civilian needs ... promise to furnish steady 


year 1946... and along time into the future. 


The News-Sentinel is delivered by carrier every week day to 


97.8% of all homes in Fort Wayne. 


Che News-Sentinel 
Newspaper. 


Fort Wayne's “Good Luening” 


FORT WAYNE, INDIANA © 


NEW 


and all over the world... look 


YORK—CHICA 


names in the 
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14, 1046 
1 s 4 ‘ support, vigorous safety campaigns ; ; : ® om. 
0, U.s § ‘Chicago Times wal bos tage Beanie ca aandies Appoints Salladin _Grenby Expands Line To ‘Star Bulletin 
, U.S “ ‘| William D. Salladin, at one time) Grenby Mfg. Company, Plain- EE. M. Loftus, for the past 18 


car cards, lapel buttons, newspa- with Paul Block & Asso- 


S, 12.500, : midwestern sales representative of | ville, Conn., has acquired world | Years 
, Releases Second pers and other media. The Green |vermont Marble Sonubens, has | rights for the Ped oe fp) ciates, has joined the Honolulu 


Cross symbol will be featured, ad- : : . , Star Bulletin as manager of the 

bof view TO , 'been appointed sales manager of | of Sterlette toilet seats, by agree- nd = ¢ 

or i. Pantry Report ditionally, by advertisements pre- | Warehouse Point Company, Hart-| ment with Electric leah > dean national advertising department. 

n think ag ‘s .“— |pared by the Advertising Council | ford, Conn. |ator Company, New York. The 

es “ te yoy a as pea — for sponsorship by manufacturers, | ae company also plans to expand its 

otal sales ff rcport in its “Pantry Poll,” a con-| retailers and others (AA, Nov. 28,| Taine Critchfield joperations with the manufacture! SELL BY WAIL. 
Pigg. report im its “Pantry Poli, @ Con '+45), Effort will be made to have Joins ritchhe _of percolators, pressure cookers 


~thirc of @ ti,uing study of brands of grocery | .avertisers place the symbol, with-| Robert D. Cunningham Jr., who| and steam tables. Grenby has ac- || Let. this successful mail order advertising 


lemanis.” od allied products in Chica go| 44+ oomment, in their regular ads |operated his own agency, the Cun- | quired the A. D. Cardwell Com- || SSsgev how you Bow to sell your merchandtes, 
homes. An earlier study made last “so that it occurs as the ever-vis- | 2ingham Company, and later was| pany, Brooklyn, manufacturer of | , 

‘aude: August was published in Novem-| al aa ganke vs |associated with another agency, radio and electronics devices. ARTWIL COMPANY, Advertising 

F ber (AA, Nov. 19). 1518 Be has of accident preven-|has joined Critchfield & Co., Chi-|These products will be added to | 7* West 48 pont np Agua 19, N.Y. 
'S The current study, covering De- | #M- 'cago, as vice-president. ‘the Grenby line. Y 
Cramer. cember, contains new features, in-| 
e pas! 20 @ cluding 15 new classifications in| 
treasurer the grocery inventory, data on) 
* a home canning and baking, and 

nnual - 

g include data showing where most pur- 
rrossman,. chases are made. 
d Robert A comparison of the studies re-| 
. veals that for most food classifica- | 


tions, pantry shelves were not as 


mas well stocked in December as in 
rly asso- August, although more homes last 
t & Co. December contained one or more 
executive brands of packaged fruit, canned 
ed Dono- peaches and apricots, sugar and a 
kK, as di- few other items. A major decline 
and copy was shown for soft drinks, with 


Pepsi-Cola, the leader, down from 

| 65% in August to 39% in De- 
cember, and Coca-Cola down from 
| 21% to 10%. 


| For Advertisers’ Use 


Charles L. Allen, professor of 
journalism at Northwestern Uni- 
versity, whose students check the 
inventories, asserts in a foreword 
that seasonal influences “will not 
readily explain” some of the in- 
ventory changes. No attempt is 
made to interpret the figures, 
which, Professor Allen points out, 
are simply submitted to national 
manufacturers, advertising execu- 
tives and food experts for their 
“sreatest use.” 

The next survey will be con- 
cucted in April. 


i] 


Safety Council | 
to Go to Public | 
for Added Funds — 


Chicago, Feb, 26.—For the first | 
time in its 33-year history, the Na- | 
tional Safety Council next May | 
will launch a fund-raising cam- | 
paign directed at the general pub- | 
lic, to provide a large sum to “es- | 
| tablish the Green Cross for Safety” 
wt | as the symbol of the fight on acci- 
dents, 

Since its inception, the council 
has been supported by manufac- 
——— turers and trade organizations. 
Ned H. Dearborn, president of the | 
council, asserts that the fund drive, | 
“by making men, women and chil- | 
dren of the country dig down into | 
their pockets for money,” will 
e make them “stockholders in an en- | 
terprise aimed at their own pro-| 
tection” and “active participants | 


ie 
in a program they accepted only | 
too passively before.” 
g With the broadened financial | 
a 


ly if Where ' . 
Advertising and 


Newspaper Cooperate 
%l other newspapers 
ere studied in a survey 
“The Continuing Study 

Newspaper Reading.” 
ow closely do these 
iders follow both ad- 
ertising and news? 
eadership of The Times 


/ > ' fi , 
ay | Y vik COMM ly Wks 


lo- 

ecal-minded belief in 

national advertising 

iddressed to them 

that makes sales cer- 
tain. 

4,429 ABC City Zone 


15,595 ABC Cire. Bu 
RRISTOWNZ 
ESHERALD 


Represented Nationally by 
LIUS MATHEWS SPECIAL AGENCY 


ities 


offering you more than three million people who are America’s Best Customers 
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Starts ‘Packaged’ Video 
Industrial Film Unit 


Hampton W. Howard, former 
vice-president of Industrial Films, 
Inc., national director of the Amer- 
ican Red Cross Hospital Motion 
Picture Service, and officer in 
charge of the Army Overseas Mo- 
tion Picture Service, has formed 
Hampton W. Howard, Inc., to carry 
on a “package type” of operation 
embodying all phases of planning, 
production and distribution of 
films for screen and television. 

Mr. Howard plans to function 
much as the motion picture de- 
partment of a large advertising 
agency on behalf of agencies and 
clients. His associate in the ven- 
ture is E. W. Lewis, former vice- 
president of the Horton Ice Cream 
Company, New York. 


Nielsen Promotes Rahmel 


Henry A. Rahmel, director of 
engineering of A. C. Nielsen Com- 
pany, Chicago, has been elected a 
vice-president. He will continue 
to head the technical research and 
development phases of Nielsen 


... through our NEW 1946 “Push Book” 


Win “‘first prize”’ in sales with incentive plans sparked 
with these nationally-advertised prizes—the wartime 


Index work and will also assume 
charge of field operations. 


Chicago Bureau 
Shows 28 Cities 


Seek Conventions 


Chicago, Feb. 26.—Stronger com- 
petition among cities for the $1 
billion convention business will be 
forthcoming this year, according to 
a survey made by the Chicago 
Convention Bureau, which esti- 
mates that Chicago’s share of the 
convention trade is about one- 


| tenth of the national total. 


“In most cases, heavily increased 
advertising budgets, strong con- 
vention bureau staffs and better 
means of handling large trade 
meetings” will be the chief weap- 
ons used by 27 other cities re- 
ported readying plans to attract 
more meetings. The survey cov- 
ered 56 cities. 

Los Angeles, Boston, Buffalo, 
Miami Beach, Montreal, Milwau- 
kee, San Francisco and Washing- 
ton were named as the cities plan- 
ning the “most militant” cam- 
paigns. Los Angeles, the bureau 


Advertising Age, March 4, 194 


said, has doubled its convent on 
staff, and its efforts will be aiceg 
by the $272,500 national campa gn 
of the All Year Club of Southern 
California. The Los Angeles | 
reau is supported by local taxati 
as are Miami Beach and San . 
tonio. 

Boston and Milwaukee are 
ported pressing for new conven- 
tion halls, with the latter consider- 
ing a $1,750,000 civic auditorium 
suitable for shows and conven- 
tions. New York, St. Louis and 
Kansas .City, like Chicago, have 
not yet revealed their promotion 
plans. These four are currently 
handling a near maximum of con- 
ventions, and Chicago’s bureau ex- 
pects next year to handle the 
largest number of guests in the 
city’s history. 


Joins Club Aluminum 

Russell K. Wells, formerly mid- 
west divisional sales manager of 
Bireley’s, Inc., Hollywood, has 
been appointed sales manager of 
the grocery division of Club Alu- 
minum Products Company, Chi- 
cago. 


dreams of postwar products! 


WRITE TODAY for your FREE copy! Hundreds of 
long-awaited items are colorfully illustrated. Radios 
and appliances by Westinghouse, General Electric; 
bicycles, Mixmasters, cameras, movie projectors, 
toasters, silverware! 


In training new men, rehabilitating old timers, or 
launching a new product, you can Push your campaign 
with Belnap & Thompson's intelligent and aggressive 
follow-through plans. Get your copy of the 1946 
“Push Book”’ and get today’s job done today, and better! 


BELA aos THOMPSON, 


309 W. Jackson Boulevard * Chicago 6, Illinois 


dvertising and Sales Executives. - the 


[rive FOR AEC's NEW BROCHURE 


i$ 


No matter what your product — AEC's new 36 page | : iyi v0 
illustrated brochure shows you how to engineer better CIRCULATION 
sales results through a custom-created technical adver- ALWAYS 

tising service that covers every phase of performance in- 


volved in preparing and producing effective media for | Tae 
ADVERTISING THAT SELLS! «IMPORTANT 
FACTOR? 
| Ask the 
GRIT Rep. 


AEC is not an od- is 
vertising agency; it ee 
serves only as your a 
“technical consul- a 
tant on industrial 
advertising."' To 
learn more about 
this vital 
write on your com- 


service, 


pony stationery — 
requesting your 
copy of AEC's new 
brochure. 


gman 13a81S 9 s 


Lao 


N 


Dept. A2 


I’m one of the “Big Six” and if = 
know how, you can get me anytime. 
I'm hard to get only when I'm not 
reached. For instance, when you 
use only a big volume schedule o 4 


urban publications, you'll find 


of the six markets (Small Town 


Am erica) is undereovered. 


To reach the towns under 


2500 population, add GRIT, 


America. 


Ask the GRIT representative 
a to show you the story of the 
“Big Six” markets. 


Fa / ” 
CREATES rr NEWSER SESS oe he 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 


4 
i 


. 
a 
a 


that five of your markets are J 


> 


getting good coverage, but one . 


a 


>. 


the only national publication 


to put more than 75% of ite 


circulation into Small Town 


ac Dh Se tpi ara oes ba 


with more than 550,000 circaiation 


—-*$3.36% SINGLE COPY SALES @ Te PER COPY + BALANCE SUBSERIPTIONS @ $2.50 PER YEA 
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like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


This is California’s great 
Inland Market . . . the 
Valley of the Bees .. . 
where The Fresno Bee, The 


Ae Modesto Bee, and The 
y | Sacramento Bee give 81% 
=f hy M.S coverage of $1-% billions 
, y ANE = buying power* 
) : 


= > 
~ 
a 


THE SACRAMENTO BEE is home- 
delivered to 94 out of every 100 
families in the ABC city zone 


THE MODESTO BEE offers 91% 
coverage in ABC city zone; 57% 
of trading area 


THE FRESNO BEE, with largest 
circulation between San Francisco 
and Los Angeles, gives 90% cov- 
erage in ABC city zone 


* Sales Management's 1945 
Copyrighted Survey 


ALK ABOUT GROWING! Look at the latest measurements of California’s 
great INLAND market, the Billion Dollar Valley of the Bees: 

Population over 1,200,000—that tops Oregon’s. Effective Buying Income 
in one year jumped 16.5% to $1-% billions—21 ENTIRE STATES have less. 
Retail sales are up to $876 million—greater than Boston’s. 

Expect the Valley to keep on growing, too—because its prosperity stems 
from stable, peacetime occupations. Farmers there, for instance, grossed 
$830,064,000 last year—1'2 times the farm dollars earned in all six New 
England states combined.* 

In this rich land, effective advertising coverage comes from WITHIN. 
Valley people, isolated from outside newspapers, set great store by their 
LOCAL papers. NO COMBINATION of outside papers even approximates 


the Valley coverage of The Sacramento Bee, The Modesto Bee, and The 
Fresno Bee. 


THE SACRAMENTO BEE @® THE MODESTO BEE @ _ THE FRESNO BEE 


MCCLATCHY 2} ) NEWSPAPERS 


National representatives . .. O'MARA & ORMSBEE, INC. 
New York « Los Angeles « Detroit »« Chicago e« San Francisco 
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Zurn Boosts Three 


The J. A. Zurn Mfg. Company, 
Erie, Pa., has announced the pro- 
motions of James Glass Jr. to vice- 
president in charge of sales, John 
H. Schmid to vice-president in 


charge of engineering and Robert | 


M. Campbell to manager of adver- 
tising and sales promotion. 


Inland Press Adds Three 


Inland Daily Press Association, 
Chicago, has elected to member- 
ship Call-Leader, Elwood, Ind.; 
Courier, Champaign-Urbana, II1., 
and Bulletin, North Platte, Neb. 


Baer Leaves Swank 


Lawrence E. Baer, vice - presi- 
dent of Swank, Inc., Attleboro, 
Mass., and for 17 years its general 
manager, has resigned and sold 
his interest to the company. He is 
succeeded as general manager by 
J. Carlton Bagnall, now chief ex- 
ecutive of the company. 


To Hixson-O’Donnell 


Gordon Merkel, recently re- 
leased from the Army, has been 
appointed assistant art director of 
Hixson - O’Donnell Advertising, 
New York. 


For a few cents you can bind your pro- 
posals or data sheets in an attractive cover 
—which will protect the contents and make 
it easy to file them properly for ready 
reference. 


Isn't this good selling—and good economy? 


We make many kinds—and from a variety 


of stocks. Write us for samples or dummies. 


x *k *® 


Also Acetate envelopes (sheet protectors) for your 
photographs and other valuable data. 


35 DE WITT STREET, BEAVER FALLS, NEW TORK E 
Catalog Covers, Ring Binders, Swing-O-Ring, and Proposal Covers of BESTEX Artificial. 
Leather, and Paper Cover Stocks; fer Leoseleet, Plastic and Wire Bindings e 
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Expand Foreign 
Travel Ads, but 
Service Limited 


South America 
to Reap Record 
Tourist Harvest 


Chicago, Feb. 27.—Although ex- 
perts say “unrestricted foreign 
pleasure travel will not be re- 
stored for at least five years,” the 
major foreign transportation com- 
panies are preparing extensive ad- 
vertising campaigns, a roundup by 
ADVERTISING AGE disclosed. 

Full-page color advertisements 
in leading consumer magazines al- 
ready are telling the story of va- 
cationing in Mexico via American 
Airlines, while TWA takes full- 
color pages to indicate services 


from Seattle east to Singapore. In 
black-and-white newspaper ads 
American recently announced its 
direct service from Chicago to 
London, in addition to new flights 
to Copenhagen and Stockholm. 


Advertising Starts 

“Priorities Discontinued,” the 
Cunard White Star Line declares 
in 300-line newspaper ads for its 
transatlantic sailings, while the 
Porto Rico Line aims its black- 
and-white Time ads at the ex- 
porters, asserting that “in 1940 
over $7,000,000 of piece goods 
alone, as well as many million 
dollars worth of manufactured 


goods . . . were transported there 
by steamer.” 
Late this spring, American 


President Lines, San Francisco, 
will begin its first postwar adver- 
tising in Asia, Atlantic Monthly, 
Grade Teacher, Harpers, Holiday, 
National Geographic, The Amer- 
icas, The Saturday Evening Post, 
Travel and Time. In addition, it 
will use newspapers to meet spe- 
cific requirements. The company 
now has 26 ships built, building 


Advertising Age, March 4, | 94 


and planned. 

Institutional advertising wi! pe 
continued by the Clyde-M: llory 
Lines, New York, “pendin: re. 
turn of our steamers from govern. 
ment service,” according to Gorge 
J. Horner, assi@tant to the jregj. 
dent. In addition to remi: ding 
the public of its long estab] sheg 
service between the U. S. ang 
Cuba, Mexico, Puerto Rico an 
the Dominican Republic, copy this 
year will include more exterisive 
mention of pleasure of CTruises ty 
and vacations in the Countries 
listed, Mr. Horner said. 


European Travel Difficuli 

“Although demand for water 
cruises is heavy, with everything 
desired from West Indies t 
Europe and around the world, ani 
although 1946 will be well ahead 
of 1945, it cannot possibly equa] 
prewar top years,” Thaddeus Hy- 
att, general manager of Tramp 
Trips, New York, told ADVERTIsIN¢ 
AcE. He said that passports is- 
sued only for western hemisphere 
pleasure travel were the cause of 
the curtailment, a condition that 
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MERCHANDISING DISPLAYS 
with Beauty, Function. and Force 


a 


Key your merchandise to “Up Pront” sales with 
Disploy Gulid's metal merchandisers. Origine! 
designs and high skill prod 

and dispensers in a wide voriety of materials and 
push purchases. Let us design your exhibits now. 
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American Arruints Sysvem 


OF oer Magee 


TOUR TIE-UP—American Airlines Sys- 
tem maps its route to Mexico in this | 
full-color magazine page, in which col- | 
orful poster art provides tourist lure. 


will “probably continue through- 
out 1946.” 

Other causes include the re- 
fusal by steamship lines to accept 
round trip pleasure passengers 
until approximately August, due 
both to the tremendous backlog of 
Americans returning home and 
delay in conversion of old tonnage 
and construction of new ships, “the 
earliest of which will not be ready 
until midsummer,’ Mr. Hyatt 
said. “Our guess is that shipping 
will not be in a position to handle 
demands until the winter of 1946- 
47. Meanwhile, increasing num- 
bers of seagoing clients are flying 
to the West Indies, Central and 
South America on vacation trips.” 


Pleasure Trips Out 


Transatlantic bookings east- 
bound are very heavy with busi- 
ness passengers, “who are warned 
before sailing that they may have 
to wait six months or longer be- 
fore obtaining westbound passage. 
The result is that many are flying 
both ways since return bookings 
by air are assured,” he said. 

A. L. Simmons, president of 
Simmons Tours, New York, 
pointed out that at the American 


anything resembling unrestricted 
global pleasure travel for at least 
five years. It is extremely un- 
likely that the American govern- 
ment will start issuing passports 
for foreign pleasure travel until 
at least two years after the last | 
shot has been fired.” 

Today, Mr. Simmons told Ap-| 
VERTISING AGE, “I still stand by | 
this statement. In my opinion | 
there will be little or no pleasure | 
travel to Europe in 1946 and cer- | 
tainly not more than 20% of pre-| 
war pleasure travel in 1947. The! 
five-year period, as I stated in 
1944, still holds good. 


10% of Prewar Expected 


All of the western hemisphere 
will enjoy the greatest travel boom | 


Society of Travel Agents conven- } 

tion in 1944 he said, “It is my 

pinion that we cannot restore . 
| RRR IS Ee I 


in its history for the next five 
COSMETICS, 
DRUGS, FOODS, 
DRINKS 


4 OVERLOOKING A MARKET 


ats as wide and broad as 
the United States itself. 


Co meties, drugs, foods, drinks,— 
€\ rything from automobiles to 
“| \ers are purchased at the rate 
© seven billion dollars a year by 
t very active home market. It’s 
© y to overlook because we're all 
S- close to it. But it’s easy to reach, 
t You reach the big American 

ro market through the race 
ers to which the Negro looks 

guidance. The good will, con- 
f nee, and regular patronage of 

Negro can be won and held by 

rtising in the Negro papers. 

uu owe it to your business to 
& the facts about the success 
S ries built upon reaching this 
®& at and growing market through 
ertising. Write to Interstate 

ted Newspapers, Inc., 545 Fifth 


* enue, New York. Get the facts. 


years,” Mr. Simmons said, “and 
it will be limited only to the ex- 
tent of hotel accommodations and 
transportation facilities.” 

In the same vein, Orville H. 
Foster Jr., president of Ask Mr. 
Foster Travel Service, New York, 
said, “European travel will be only 
a small percentage of the best 
prewar year. All travel facilities 
are still limited and almost ex- 
clusively used for business pur- 
poses. Similar limited travel fa- 
cilities affect Australia, New Zea- 
land and the Orient.” 

“All of these areas should do 
500% more than in 1945, but pres- 
ent prospects for available trans- 
portation would indicate a guess 
that the 1946 foreign travel will 
be about 10% of the best prewar 
year. Mexico will duplicate 1945 


jand equal its best prewar year. 


Central and South America should 
experience the greatest travel 
business in their history, facilities 
being the only limiting factor,” 
Mr. Foster said. 


Internal Travel Terrific 


The American Society of Travel 
Agents report “one of the best 
vacation years in the history of 
the country ...a sell-out all over 
the nation.” The society points 
out that the ODT’s reduction of 
minimum sleeper distances from 
450 to 350 miles on Feb. 15, to 
250 miles on March 1, and aban- 
donment of all restrictions (in- 
cluding the 14-day ticket limit) on 
March 15, is evidence that trans- 
portation and vacation facilities 
are quickly reverting to pleasure- 
travel demands. 

The society reports that Delta 


| Lines, out of New Orleans, has 
completely sold out the 47-day 
maiden voyages of its three new 
passenger ships, which will be 
delivered in late August or early 
September. The Grace Line hopes 
to resume regular South American 
service, and 30 and 60-day South 
American cruises in May, and 
14-16 day Caribbean cruises early 
in July. 

Meanwhile, Chicago & Southern 
Air Lines, which spent nothing in 
advertising last year, will spend 
$20,000 in 1946 on foreign travel 
advertising and promotion. The 
Matson Lines, San Francisco, plans 
to continue its 1945 campaign into 
1946, while Braniff Airways, Inc., 
Dallas, will triple its 1945 adver- 
tising budget for promotion this 
year. Much of this promotion will 
be directed toward travelers to 
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Mexico. 

Cunard White Star Ltd., New 
York, through Cecil & Presbrey, 
has released 300-line newspaper 
insertions in 15 cities from coast 
to coast, announcing discontinu- 
ance of government priorities on 
steamship accommodations to Eu- 
rope. The advertisements, placed 
on a one-time basis, explain that 
“transport” accommodations, con- 
sisting of staterooms and meals on 
a wartime footing, are available to 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* ———s Corporatica 
900 Kibby St., Lima, Ohio, U.S.A. 


"Trademarks Reg. U.S. Per OF 


Dare you ask a lady how many dresses she owns and how 
much she paid for each? Or shoes or hats or hose? Yet, 
if you could get the answers in a given market, you'd 
have sound beforehand knowledge of how to advertise 


successfully. 


New York's leading retailers have had such guidance 
ever since 1938 when the Herald Tribune Continuing 
Home Study began to permit close scrutiny of our read- 
ers’ homes and minds and purses. Millions of New York 
advertising dollars have been invested on the strength 
of the repeatedly-proved facts in this study. Well they 
might be for here are our readers’ living habits, their 
verdicts on prices and brands, their possessions and 


plans, pictured-to-the-life. 


* +. * 


We know that women in Herald Tribune families are 
paying more for their street dresses than in 1942, but 
buy slightly fewer. We know that 38.6%, buy in the more 
expensive ranges, while 37.2%, buy in the middle price 
ranges and 24.2%, pay moderate prices. 4 out of 10 
Herald Tribune women buy 4 to 6 street dresses a year. 
Want more facts—specific facts like these? Request the 


NEW YORK 


HERALD 


right! 


$18.01 and over 
$10.01 to $18.00 
$10.002and under 


Every newspaper owes its advertisers 


Herald Tribune Families 


How much do you pay for street dresses? 


TRIBUN 


How often do you buy them? 


¢ 7 OR MORE A YEAR 
¢ 4 TO 6 A YEAR 
¢ 3 OR LESS A YEAR . 
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\ 
World wide Rhemning Organisation 


TRADER—United States Lines mentions 

its luxury liners in this magazine page, 

but puts special emphasis on the lines’ 
merchant fleet, 


those able to obtain passports. 
One-way fare is $180 New York to 
Southampton, and _ reservations 
may be made at company’s offices 
or local travel agents. 

Pan American World Airways, 
New York, will begin daily Clip- 
per service March 15 across the 
Pacific, between San Francisco dnd 
Los Angeles to and from Honolulu. 
Using new giant land planes, the 
service will halve the previous 
time, greatly increase passenger 
capacity and slash fares by an in- 
itial 30%. 

Schedules of Pan Am’s 47-pas- 
senger Clippers will be doubled in 
April, and in succeeding months 
will assign this service to new 
double-decked, 89-passenger Clip- 
pers. These, which will be the 
largest and fastest of commercial 
airplanes, are now being built by 
Boeing Aircraft Company. 

The 47-place Clippers will make 
the 2,500-mile flight in nine and 
three-quarters hours. It now takes 
20 hours. Fares will be reduced 
to $195 one way, compared to the 
present $278. The 80-place Clip-| 
pers, scheduled for delivery in No-| 
vember, will cut flying time to} 
eight and a half hours. 


Kistenmacher Appointed 


The St. Louis Globe-Democrat 
has appointed Charles F. Kisten- | 
macher as promotion director. Mr. | 
Kistenmacher returns to the Globe- | 
Democrat after 14 years in adver- | 
tising agencies, industrial adver- | 
tising and market research. | 


Mrs. Garneret Joins Coe 


Mrs, Adele Garneret, for the| 
past five years a fashion artist with | 
Mabley & Carew, Cincinnati, has 
joined the staff of Coe Advertising 
Agency, Syracuse, N. Y. 


COLLINS, MILLER 
HUTCHINGS 


PHOTO-ENGRAVERS 
207 North Michigan Avenue 
Chicago 1, Illinois 


MD SECT, 
TE a et eS 


ee 
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Ward Names Lightcap Hammer BoostsMunson | Knit Campaign in ‘Life’ — Past 17 years as eee oe ze FInd 
Milton W. Lightcap, former dis- Ralston Munson has been pro-| Caltex Sportswear Company, | elected vice-president, gene “ 
‘tribution manager of North Amer- moted to vice-president of Ham- Los Angeles, has launched a new | manager and director of the cm. JA 
ican Philips Company, New York,)mer Advertising Agency, Hart- | advertising schedule in Life, fea-| pany. : pora 
‘has been named manager of the| ford. James A. Weston and Allyn | turing ggg? Ta a =. ee ee al 
|paint division of Montgomery /F. Martin have been appointed ac-|ing suits. is supplements duo- . . at 
Ward & Co., with headquarters in count executive and art director,|tone pages in leading fashion | Offers Wired Music : 
Chicago. He succeeds G. G.| respectively. /magazines, as well as a complete) A new wired music ser ice 
Thorne, resigned. | —_—_—__——_— | business paper schedule. — Bi mannan ee Melodies, has been jn- R j 
—— : . . ‘Riordan Company, Los Angeles, is | augurated by the Broadcast M: |o. 
Owsley Heads Arandell ‘Peck Appoints Crimmins the agency. | dies prt el ba | a es. ! 
Peck Advertising Agency, New | ————- \Inc., Cleveland. t wi serve HE ve 
Roger F. Owsley has been) York, has appointed Gerald W.| Cleveland and northern Ohio. 3) hi 
elected president of Arandell Litho | Crimmins as manager of its out- Callum Elected V.P. ‘Lemmon, who served with the tr 
Corporation, Milwaukee. He will|door and transportation advertis-| J. R. Callum, with Consolvo & merchant marine, has been na)ned pl 
continue as treasurer. ing department. Cheshire, Inc., Norfolk, Va., for the | general manager. W 


No, the makers of these shoes don't all advertise 
in Popular Mechanics. We think they could do so 
profitably. 3% MILLION men buy a lot of shoes. 
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Indian Elects Rogers 


alph B. Rogers, president of 


nstrong Rubber Export Cor- 


ition, New York, has been 
ted president and general man- 

of Indian Motorcycle Com- 
y, Springfield, Mass. 


joins Youngstown 


arry A. Armbright, for 20 
‘s in the major appliance field, 
been named manager of sales 
1ing for Youngstown Kitchens, 
juct of Mullins Mfg. Company, 
ren, O. 


Aerco Appoints Gardner 


J. J. Gardner, after 28 years 
with J. I. Case Company, Racine, 
Wis., has been appointed sales 
manager of Aerco Corporation, 
Hollydale, Cal. He will supervise 
sales of farm equipment, includ- 
ing the new Earthmaster two- 
wheel and four-wheel tractors. 


Opens Agency 

Ross, Gardner & White, Adver- 
tising, a newly formed agency, has 
opened offices at 1220 Maple Ave., 
Los Angeles 15, Cal. 


Harway Expands Space 


Don Harway & Co., publishers’ 
representative, Los Angeles, has 
moved to new and larger quarters 
at 68 Post St., San Francisco 4. 
Nelson Harway is in charge of the 
office. 


Tones Joins Bruner 


A. L. Jones Jr., formerly with 
Kable Brothers Company, Mount 
Morris, Ill., has been appointed 
advertising and sales promotion 
manager of Bruner Corporation, 
Milwaukee. 


Brandt to ‘L. A. Times’ 


Edwin Brandt, recently released 
from the Navy after four years 


service, has been appointed head 
of the Los Angeles Times’ public 
relations department, succeeding 
Robert Svensson, who _ recently 
joined Smith, Bull & McCreery, 
Hollywood agency. 


Joins ‘Business Week’ 


Alexander Ruelle, formerly with 
Time, Inc., has joined the adver- 
tising sales staff of Business Week 
as Chicago representative. 


things better. 


e It isn’t just to while away the time that 3!2 MILLION 
men read Popular Mechanics. It’s useful information they want—new ways of doing 


And as these alert, idea-hungry men digest their favorite magazine they read the 
ads deliberately, not by accident. They know 
that advertising, too, is filled with facts and 
ideas that mean better living. 


Here’s a livelier, more attentive, faster- 
acting market for anything bought by men. 


Shoes, automobiles, razor blades, top- 
coats, hair tonic, golf balls—there’s no end 


to the list. 


It pays to put Popular Mechanics on your 
schedule and REACH THE P.M. MIND! 


born in 1902 when H. H. Windsor, Sr., created Popular 
Mechanics. Published today by H. H. Windsor, Jr., it 
continues to serve men with the unusually creative, inquis- “S 
itive, exploring, active mind we call... the P.M. Mind. 


A new publishing tdea was 


Eee ee eee, 


| April 2-5. American Manage- 
ment Association, packaging ex- 
position, Public Auditorium, At- 
|lantie City. 

| April 10-11. American Associa- 
\tion of Advertising Agencies, an- 
nual meeting, Waldorf - Astoria 
Hotel, New York. 

April 15-18. Association of Na- 
tional Advertisers, semi - annual 
/meeting, Westchester Country 
| Club, Rye, N. Y. 
| April 23-25. American News- 
/paper Publishers Association, an- 
/nual convention, Waldorf-Astoria 
| Hotel, New York. 
| April 23-25. National News- 
|paper Promotion Association 
meeting, Waldorf - Astoria Hotel, 
| New York. 
| May 20-23. National Federation 
of Sales Executives, annual con- 
| vention, Stevens Hotel, Chicago. 
| May 22-25. Associated Business 
Papers, spring conference, The 
Homestead, Hot Springs, Va. 

May 23-25. International Af- 
filiation of Sales and Advertising 
Clubs, annual convention, Wm. 
Penn Hotel, Pittsburgh. 

May 26-29. Advertising Federa- 
tion of America, 42nd annual con- 
vention, Milwaukee. 

June 20-22. National Industrial 
Advertisers Association, conven- 
tion, Hotel Claridge, Atlantic City. 
| June 24-28. Pacific Advertising 
| Association, annual convention, 
|Spokane, Wash. 

Oct. 17-18. Direct Mail Adver- 
| tising Association, annual conven- 
| tion, Chicago. 


WCAU Names Tinney VP 
| Joseph L. Tinney, associated 
|; with WCAU, Philadelphia, since 
| his release from the Navy in Sep- 
| tember, 1945, has been named ex- 


| ecutive vice-president. Other new 
officers named are: Stan Lee 
Broza, vice-president in charge of 
programs; Alexander Rosenman, 


| vice-president in charge of sales, 
and Philip J. Sharkey, treasurer. 


| To ‘Arkansas Gazette’ 


Edward V. Murphy, former ex- 
{ecutive of the Express and News, 
|San Antonio, has been appointed 
|advertising director of the Arkan- 
sas Gazette, Little Rock, and also 
| will serve as supervisor and man- 
,ager of the paper’s radio station, 
KLRA. 


NEW PROJECTS 
in GREENSBORO 


(now building or planned) 


@ Gaylord Container Corp. 
(| @ Container Corp. of America 


@ Sears, Roebuck mail 
outlet and retail store 


order 


@ Transparent Packings Mfg. 
Co. 


@ Reynolds Tobacco Co. 
redrying plant 


IN FOUR MONTHS 


21 New Service Enterprises 
13 New Retail Establishments 


GREENSBORO 


North Carolina 


NEWS - RECORD 


Represented by 


Jann & Kelley. Ine. 
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French Ads Lack 
Ethics, Stability, 
Says Paris Agent 


New York, Feb. 27.—The French 
economic situation is not as bad 


as it appears on the outside, Dr. | 


Francis Elvinger, chairman of El- 


jrelations with every European) 
country. As long as this problem | 
does not reach a satisfactory solu-| 
tion, the French government can- | 


not be expected to abandon its 
restrictions and regulations for 
imports.” 


Drug Products Needed 


Dr. Elvinger said that the elimi-| 


t El- | nation of German competition and 
vinger S. A., Paris advertising | 


the lack of brand consciousness 


agency, informed the American| and loyalty brought about by a 


Pharmaceutical Manufacturers’ As- | 


sociation, but “the dark spot in 
the picture is the financial situa- 
tion.” 

Dr. Elvinger, visiting professor 
of advertising at New York Uni- 
versity, said that “the franc can- 
not be definitely stabilized if 
sound internal financial conditions 
do not prevail. France is certain 
to recover, but a loan from this 
country would be a requisite to 
speed that recovery.” 

“American exports to France 
will be conditioned by the crucial 
problem of the availability of dol- 
lar exchange,” he said, “a prob- 
lem which is going to plague trade 


suspension of advertising -during 
the war, as well as a great need 
for products, opened the field for 


|extensive imports of American 


drug products. 

“The ethics of advertising in 
France leave much to be desired,” 
he said, not only because of ex- 
aggerated circulation statements 
and over-elastic rates, but also be- 
cause of a lack of “social responsi- 
bility toward the consumer.” Busi- 
ness morality was lowered by 
black-market operations, which 
were approved during the German 
occupation as patriotic measures. 

Dr. Elvinger said that the danger 
of statism in France was brought 


about principally because of a lack 
of business morality and a disre- 
gard of consumer interests. 

“T hold,” he said, “that in France 
the chief danger to the competitive 
system of free enterprise lies not 
so much in nationalization of a 
part of industry—a threat which 
is definite, ascertainable and lim- 
ited to specific industrial sphere— 
as in the free segment of busi- 
ness, where a consumer revolt 
against the disregard of consumer 
interests and against objectionable 
business practices may tip the bal- 
ance of public opinion and engulf 
the whole remaining section of our 
economy in a wave of statism.” 


Silverstein Heads Rogers 


Saul M. Silverstein, vice-presi- 
dent and general manager of 
Rogers Corporation, Manchester, 
Conn., since 1938, has been made 
president and general manager. 
Other appointments include: Sid- 
ney A. Brown, production man- 
ager, as vice-president in charge 
of production, and Robert F. 
Hawley, assistant treasurer, as 


oF ee 


a => 


HORNUNG BEER 


(ACOE HORNERS REDWINe COMPANY FeicaBeLeer a, Femme 


SIMPLE—Two words of copy and out- 
line illustrations feature the newspaper 
series for Jacob Hornung Brewing Co., 
Philadelphia. Daily spot announcements 
on WCAU carry the same theme. The 
Clements Co. handles the account. 


Reardon Named V.P. 


John H. Reardon, circulation di- 
rector of ADVERTISING AGE and as- 
sociated publications, has been 
named a vice-president of Adver- 
tising Publications, Inc. He will 
continue in charge of all circula- 
tion and book sales activities. 


= 


treasurer-secretary. 


CASE HISTORIES of brand seekers 


From a survey of thousands of 
users of the ever popular Clas- 
sified section of the Telephone 
Directory come these revealing 
statements. They indicate that 
one of the important reasons 
people use this popular guide is 
for the help it gives in finding 
dealers in branded products, 


* * * + * 


“I frequently find dealers in 
the Classified who sell the prod- 
ucts I see advertised in national 
magazines.” 


“The Classified enabled me 


to contact a nearby dealer for 
the brand I wanted.” 


“T recently located a building 
supply dealer who handled the 
type of asbestos shingle I wanted. 


Of course, I used the Classified.” 
“As a purchasing agent I find 

the Classified invaluable in 

locating sources of supply.” 


“In the Classified I found 
retail outlets for the particular 
brand of shoes that my husband 
and J wear.’’ 


“When I wanted a certain 
make of luggage I found a dealer 


by looking in the Classified.” 

“T used the Classified to find 
authorized outlets wherel could 
buy a certain brand of linen.” 

‘When I needed a certain 
brand of battery I found it at 
the service station nearest me. 
I’d sure miss the Classified; it’s 
a great help.” 


* * * * * 


In offices, homes and at pay 
stations everywhere the Classi- 
fied is busy answer- 
ing the nation’s 
buying questions. 


Advertising Age, March 4, | 94¢ 


Public Safety 
Theme Adopted 
for ‘46 Copy 


Rock Island, IIl., Feb. 27.— The 
“Accident That Didn’t Hap) en” 
because the car owner visited the 
Bear service man in time will ‘ea. 
ture the 1946 advertising of lea; 
Mfg. Company for its alignment 
wheel balancing and safety or. 
rection equipment. 

Bear will relegate its long-viseg 
“increased car life’ theme to sec. 
ond, place in favor of the concen. 
trated drive on the public safety 
idea. The program includes 
series of half and quarter-page ad. 
vertisements in The Saturday Eve- 
ning Post, continuing throughout 
1946, and full pages in color in 
an extensive list of business 
papers. In addition, the safety 
theme will be included in loca] 
newspaper ads and posters for use 
by Bear stations. 

An up-to-date sales and service 
training program backs the con- 
sumer and trade advertising, ac- 
cording to Will Dammann, Bear's 
president. Bear service station 
managers and key men are to be 
trained at the factory here, and 
projector slide instruction, pat- 
terned after Army-Navy methods, 
will be given mechanics in the 
field. 

Bear considers achievement of 
driving safety not only “a profit- 
packed advertising and _ selling 
angle” but a needed public serv- 


ice as well, Mr. Dammann said 
|The company’s program will tie 


in with the public safety drive to 
be conducted by the National 
Safety Council. 


Products of Tomorrow 
Show Is Postponed 


The Producis wot Tomorrow 
Exposition, scheduled to open at 
the Chicago Coliseum April 27, 
has been indefinitely postponed be- 
cause of the uncertainty of prod- 
uct availability and delivery 


\schedules of the nation’s leading 


manufacturers. 

The exposition may be conducted 
this fall or held over until early 
in 1947, according to Marcus W. 
Hinson, general manager. 


FM Application 
Granted to KSFO 


The first permit for construction 
of a frequency modulation station 
in San Francisco has been granted 
to KSFO by the Federal Com- 
munications Commission. The call 
letters for the new station prob- 
ably will be KSFO-FM, and studios 
will be located in the Mark Hop- 
kins Hotel. The frequency chan- 
nel has not yet been announced 
by the FCC. 


Honig-Cooper Adds Two 


Thomas H. Nason, recently re- 
leased from the’ Navy, has re- 
turned to the San Francisco olfice 
of Honig-Cooper Company as pro- 
duction manager. Robert A. Hau- 
messer, formerly with J. Waiter 
Thompson Company in Chicag°, 
has joined the agency as copy- 
writer. 


Adds Plastic Division 
C. Lawrence Walsh & Co. F tts- 
burgh, producer of industrial ané 
educational motion pictures, has 
installed a plastic laminating di- 
vision. 
(SPRAIN SOS ONT 
= 
“A Bit of Paris in New York” ° 
oe § 


“Est. 1906 
FRENCH RESTAURANT 5 


¢ 


REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies 
1S EAST 52d ST. 
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ae Groups Ad, Public 
Relations Drives Hit Peak 


(Continued from Page 1) 


9 ‘rade groups plan to invest a 
tal of $3,549,000 in public rela- 
ions programs during the year. 
Thus, this comparatively small 
roup of associations which sup- 
pliei definite figures on 1946 ex- 
menditures will account for more 
han $12,000,000 in advertising 
nd public relations activities in 
he first full postwar year. 


Exceeds All Previous Years 
That the aggregate budget for 
1946 will far exceed all previous 
ecords seems clear from a com- 
parison of these figures with those 
ompiled by the Magazine Ad- 
ertising Bureau some time ago. 
In a tabulation of association ad- 
ertising since 1918, MAB sets 
6,600,000 as the largest amount 
ilevoted to advertising in 1938. A 
omparatively paltry amount—$1l,- 
b00,000—-was spent by trade groups 
n 1919, first peacetime year after 
Vorld War I. 

Among major associations not 
epresented in the AA totals is 
he National Association of Manu- 
acturers, New York, which has 
ust launched a $200,000 news- 
aper ad series through Benton & 
Bowles, and which may spend $1,- 
0,000 this year in a sustained 
rive in major media, 

Another group whose expendi- 
ures are not included is the Na- 
onal Association of Motor Bus 
Dperators, Washington, D. C.,, 
hich has named a new commit- 
e on advertising and public re- 
tions to decide on details of a 
46 program. The motor bus com- 
anies spent approximately $3,600 
publicity last year, and almost 
200,000 in national advertising, 
rough Beaumont & Hohman, Chi- 
ago. Several other °46 programs 
ere still in the formative stage 
t the time the AA questionnaires 
ere received, and in other cases 
me associations which will use 
iedia space and time, as well as 
mduct public relations activities, 
eclined to reveal actual figures 
volved in their work. 


Many Already Running 
Among the associations already 
nducting or planning advertis- 
i campaigns this year, but 
hich did not disclose their bud- 
ts in answering the AA survey, 
re the U. S. Brewers Foundation, 
ew York; National Association 
f Margarine Manufacturers, 
fashington; Distilled Spirits In- 
tute, Washington; American 
on & Steel Institute, New York, 
nd Western Pine Association, 
ortland. Extensive activities by 
lese groups advertising-wise will 
vell the trade association budget 
r the year considerably. 

Other industry groups not rep- 
Psented in the tabulation, but 
hich advertised heavily in na- 
onal media last year and may 
expected to continue or ex- 
and campaigns during 1946 are 


W 


1, 


1s 


shouldn’t have cancelled 


roadcast over WF DF Flint.” 


the Conference of Alcoholic Bev- 
erage Industries, New York, whose 
$500,000 expenditure in news- 
papers probably will be increased 
during 1946 (AA, Feb. 4); Better 
Vision Institute, New York; Elec- 
tric Service Industries, New York; 
Florists Telegraph Delivery Asso- 
ciation, Detroit; Portland Cement 
Association, Chicago; American 
Dairy Association, Chicago; Enam- 
eled Utensil Manufacturers; Trailer 
Coach Manufacturers Association, 
and American Trucking Associa- 
tions, Washington. 

Advertising activities of such 
food industry groups as the Cali- 
fornia Fruit Growers Exchange, 
Florida Citrus Commission and 
American Cranberry Exchange are 
not represented in the survey. 

For months now, competing in- 
dustries have been making care- 


ful plans and building appropria- 
tions to win the major share of 
consumer buying power for their 
postwar products. Many trade as- 
sociations improved their position 
during the war years, contributing 
notably to the war effort in co- 
operation with government offi- 
cials and effectively enlisting the 
support of all factions of their re- 
spective groups. 

Estimates vary widely on the 
number of trade associations in 
existence now. The first of them 
were launched before the Civil 
War. The industry movement 
mushroomed up during the first 
World War when the government 
appealed for help on an industry 
basis. One guess sets the number 
today at 12,000, but the Depart- 
ment of Commerce is authority for 
the statement that there are now 
16,000 national and local trade 
associations and chambers 
commerce, According to the de- 
partment, they started 1946 with 
their largest membership in his- 
tory. 

Besides expanding advertising 


of’ 


and public relations activities, | 
leading trade groups expect in the 
months ahead to step up their re-| 
search, laboratory and statistical | 
work (which the war greatly | 
stimulated); to hold industrywide 
conventions and trade shows, and 
to undertake other promotional 
efforts. Where national campaigns 
are planned, medium and small 
size manufacturers stand to bene- 
fit particularly, because of limited 
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‘funds for their individual con- 
sumer and trade advertising. 

The names of 27 associations 
with ’46 ad budgets ranging from 
at least $25,000 to more than $2,- 
000,000 are shown, in five differ- 
ent classifications, in an accom- 
panying table. Similar public re- 


lations budgets for 27 groups are 


likewise listed. Numerous others 
fall in the below-$25,000 category. 
Of the 150 associations respond- 


Outdoor Advertising 


in 


216 Tremont Street, Boston 16, Mass. 


"BIG 3 Stnday Scene 


REPEATED 1,500,000 TIMES 
in the PACIFIC COAST’S 


GIANT “A” MARKETS! 


Here’s the West’s greatest “group buy” to stimulate 
the West’s greatest buying group! Advertising on 
Sunday in the “Big 3” means telling your story at a 
fraction of a cent per reader, to over 1,500,000 re- 
sponsive families in Pacific Coast’s giant ‘A’ markets. 


YOUR CHOICE OF POSITION 
IN ANY SECTION... 
Main News, Sports, Smart Set, etc. 


AT A PREFERENTIAL GROUP RATE, WITH 
JUST ONE ORDER, ONE OPERATION! 
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ing to the AA query, 86 said they 
have in the past conducted public 
relations work for the field. Ten 
of these groups have engaged in 
public relations 
score of years or more. The over- 
all average of the entire group is 


eight and one-half years. Among 
the respondents the American 
Ceramic Society, Columbus, O., 


claims the longest continuous rec- 
ord—48 years. 

This group, which plans to con- 
tinue the program this year 
through its Own association staff, 
publishes three journals for the 
ceramic industry, the “Journal,” 
“Ceramic Abstracts” and “Bulle- 
tin,’ which is sent to each mem- 


ber. A special committee of mem- | 


bers raises the necessary funds 
and does much of the public re- 
lations work. 

Association staffs will shoulder 
the major portion of the public 
relations programs this year, with 
63% of those reporting indicating 
that they will use this method. 
Independent public relations or- 


ganizations will be employed by | 


22% of the trade groups, while 


activities for a/| 


12% will use a combined staff and|of national and sectional adver-| 


independent organization setup 
and 3% will depend on association 
committees. 


How Funds Are Secured 


Most of the funds for the 1946 
public relations programs will come 
from normal income or dues, with 
'63% of the groups favoring this 
‘method of obtaining necessary 
funds. Seventeen per cent will de- 
pend entirely upon contributions 
|from members; 15% have levied 
|special assessments; 3% will use 
|both dues and revenue from as- 


\sociation-sponsored magazines, 
will collect a flat rate) 


and 2% 
on shipments of goods produced. 

Fifty-seven of the reporting in- 
dustry groups said they have con- 
|ducted advertising campaigns in 
|past years, the earliest in 1915. 
'Several have advertised continu- 


ously for from 10 to 30 years, in- | 


cluding the Association of Ameri- 
can Railroads, American Gas As- 
sociation and National Association 
‘of Ice Industries. Forty-eight per 
cent of the associations reporting, 
‘however, have joined the ranks 


'tisers since 1940. 

| A special committee of the 
|membership will be depended 
/upon in 47% of the cases to con- 
‘duct the projected °46 ad cam- 
paigns, while 44% of the groups 
have placed the regular association 
staffs in charge of the work. Five 
per cent have turned the duties 
over to a staff and advertising 
agency combination; 2% favor a 
subsidiary group and 2% depend 
on an affiliated group plus an 
| agency. 


Income, Dues Provide 44% 


Regu'ar income and dues from 
/'member companies will provide 
'the funds for advertising cam- 
'paigns among 44% of the asso- 
ciations which plan drives this 
|year. Other methods of raising 
‘the money shape up this way: 
Special subscriptions, 20%; assess- 
ments, 18%; individual contribu- 
tions, 12%; special reserve fund, 
2%; equal shares between asso- 
ciation members and manufactur- 
ers in the industry, 2%; and ad- 
vertising revenue from an asso- 
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Dirt is Our Dish! 


Remember the ad we ran last summer an- 


nouncing the “Dirtiest Contest on Earth”? saving equipment 
Good results! More than 1,200 farmers partici- 
pated, from 77 Soil Conservation Districts cial entrants. All 


throughout Nebraska and Southwestern Iowa. 


Tens of thousands of rich acres were saved 
The entire Soil Con- 
servation Program in this area was speeded up 
through wide publicity given by the World- 


from erosion and waste. 


Herald. 


Since all cash prizes went 


FRE to Publishers 
in particular... 
a booklet containing 
complete information on 
the World-Herald Soil 
Conservation Program. 


this program. 


doing something 


INFLUENCE. A 


tion Districts “earmarked” for purchase of soil 
, thousands of persons, mer- 
chants and farmers alike, helped the 1,200 offi- 


recognized the real value of 


Through the World-Herald, virtually every 
person in Nebraska and Southwestern Iowa has 
learned of the need for saving the soil 


and is 
about it. Thats READER 


point to remember when you 


want to reach every other family in this rich 


to Soil Conserva- 


103 county market. 


xk & 


NET PAID CIRCULATION JANUARY, °46 
Daily 213.460; Sunday 215,842 


OWFTES ANP OrieatorsS oF 


WORLD-HERALD 


Nationa! Representatives, O'Mere & Ormsbee, Inc. 
Mew York, Chicege, Detroit, Les Angeles, Sen Frenciece 
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Promotion Activities of 
Trade Associations 


The following list includes only those trade associations amo ig 
150 answering an AA questionnaire which provided defin te 


data on advertising and public relations for 1946. 


trade associations, which did not supply exact figures to AA, ae 
reported on in the accompanying story. 


ADVERTISING BUDGETS 
Over $2,000,000 
American Meat Institute, 
Chicago 
$500,000 to $1,500,000 
Air Transport Association, 
Washington 
American Gas Association, 
New York 
Association of American Rail- 
roads, Washington 
Bituminous Coal Institute, 
New York 
Can Manufacturers Institute, 
New York 
$100,000 to $500,000 
California Redwood Associa- 
tion, San Francisco 
Douglas Fir Plywood Associa- 
tion, Tacoma, Wash. 
Fir Door Institute, Tacoma 
Hat Research Foundation, 
New York 
National Association of 
Industries, Washington 
National Confectioners Asso- 
ciation, Chicago 
$50,000 to $100,000 
Assn. of American Soap & 
Glycerine Producers, N. Y. 
National Warm Air Heating 
& Air Conditioning Associa- 
tion, Cleveland 
$25,000 to $50,000 
American Dry Milk Institute, 
Chicago 
American Road Builders As- 
sociation, Washington 
Associated General Contract- 
ors of America, Washington 
Drop Forging Association, 
Cleveland 
International Association of 
Ice Cream Manufacturers, 
Washington 
Motor & Equipment Whole- 
salers Association, Chicago 
National Association of 
Leather Glove Mfgrs., 
Gloversville, N. Y. 
National Cottonseed Products 
Association, Memphis 
National Paper Box Mfgrs. 
Association, Philadelphia 
Paraffined Carton Association, 
Chicago 
Porcelain Enamel Institute, 
Washington 
Wirebound Box Manufacturers 
Association, Chicago 
Wood Office Furniture Insti- 
tute, Washington 


Ice 


PUBLIC RELATIONS 
BUDGETS 
$500,000 to $1,500,000 
Association of American Ra\|- 
roads, Washington 
$100,000 to $500,000 
Air Transport Association, 
Washington 
American Petroleum Institute, 
New York 
Cereal Institute, Chicago 
Cigar Institute of America, 
New York 
Grocery Manufacturers Asso- 
ciation, New York 


Additio) «| 


International Association of | 
Ice Cream Manufacturers, | 
Washington 


National Association of Ice In- 
dustries, Washington 


National Lumber Mfgrs. As- | 


sociation, Washington 
$50,000 to $100,000 


Assn. of American Soap & 


Glycerine Producers, N. Y. | 


Rubber Manufacturers Asso- 
ciation, New York 
Waxed Paper Institute, 
Chicago 
$25,000 to $50,000 
American Institute of Stee! 
Construction, New York 
American Road Builders As- 
sociation, Washington 
Douglas Fir Plywood Associa- 
tion, Tacoma, Wash. 

Drop Forging Association, 
Cleveland 
Folding Paper 
tion, Chicago 


Box Associa- 


Lead Industries Association, 
New York 
National Assn. of Dyers & 


Cleaners, Silver Spring, Md. 

National Association of 
Leather Glove Manufac- 
turers, Gloversville, N. Y. 

National Electrical Contractors 
Association, Washington 

National Machine Tool Build- 
ers Association, Cleveland 

National Paper Box Mfgrs. 
Association, Philadelphia 

National Warm Air Heating & 
Air Conditioning Associa- 
tion, Cleveland 

Paraffined Carton Association, 
Chicago 

Society of American Florists, 
Chicago 

Wood Office Furniture Insti- 
tute, Washington 


\ Hob of home building and remodeling in 


Son Francisco, Colif., this attractive store of 
the Hayward Lumber & Investment Co. stocks 
everything from fuses to complete bathrooms, 
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as 
4etion-sponsored trade _ publica-|* ‘C4 ; plying that Hooper should be the|followed by pages monthly 
oe og : Seventeen Circulation CAB Compares 58 te to survive. throughout the year. Helbros also 
| ’ Goes Over 850,000 » F | Lehman told members that USES newspapers, 7 oan and 
Magazines Are Favorite Since its first issue of September, | Service actors ithe cenmemadbiis had been pre- a ataasey network of 280 sta- 
Magazines outrank all other|1944, Seventeen has more than! pared “because of the large degree | ; 
BE cdia in the choice of vehicles to doubled its circulation, at present with C. E. Hooper of interest currently being shown ‘ 
ioe ° Barry association messages. Busi- reaching more ee 850, 304, 00a New York, Feb. 27—The Co-|i Program ratings.” . Weber Joins Father 
efin ‘ ess papers rank second, direct wage TE pg s<- ) ig ” 1 f Broadcast One point is that 60.4% of| Ralph M. Weber, with the Amer- 
idition al oil hird i fourth and |*°2" ene © Bele 200: joperetive Ateums © 1 Se ggicrs A |CAB’s sample is in the eastern|ican Red Cross for the past three 
AA, are mail third, movies fou a The March issue contains 256 | ing has sent to its members, with | P . a iat years, has joined his father’s or- 7 
de: ler helps fifth in order. ; pages, an increase of 88 pages over | a letter from A. W. Lehman, presi- | time zone, aS compar with 44.6% | ganization Edgar P. Weber, busi- ss 
Of all associations reporting ’46|the first issue. Of this total 143 | gent, a six-page memorandum on|for Hooper. About 60% of all ness analyst, with temporary offices a 
ONS campaigns, 55% intend to employ are advertising. its “future objectives and present. U. S. cities of both 50,000 and at 317 W. Ninth St., Erie, Pa. 
magazines, While 41% will use iaitiatinbaniaes services,” presenting 58 points =| oe and 100, 0 and more popu-| RS ST 
19) licati . h . lation are in this time zone. : . 
,000 van Mage sg a wegen om oct | Opens Hollywood Office comparison of CAB with C. E. Joins Burn-Smith 
Ral. =" :; ipti Hooper, Inc., in radio audience William B. Rohn, with the mer- 
an mail, 21%; movies, 19%; dealer Hollywood Radio Transcriptions, t A P D . l ch ‘ ; if i ith 
nelps, 17%; booklets, 13%; news-|n¢., producer and distributor of tartans ppoints Donahue F- ered oe \. peas on ear 
oi | papers, 10%; radio, 6%; farm pub- — tlh dene ~ tai eaee of Hooper Increases Efforts ‘wat Giemnaee ak coe oe — ‘the New York office of Burn-Smith 
itT10on son $s ’ -| ‘ P 
ita J ilications, posters and catalogs, 4% | fice ‘at 2919 South Norton Ave. Most of th ints were covered |bott Ball Company, Hartford, has | 'Company, radio station representa- 
Beach: and association magazines : : ost of the points tive. 
institut each, . »|Walter A. Watson is president and d lyzed in 48-page book been appointed circulation man- 
nsutute, @ .shibits, conventions and car cards, | general manager of the new com-|@2@ analyz . pag ;|ager of Gulf Publishing Company, | 
| bo pany. “This Is Your New and Expanded | yo <ton. . 
Sn, Pst te sseney ee st ne ans Mattie als CTs Ine rrticco Gocmpaign | AEALER NEWS 
1erica, . cted a at time tha , in . 
| veto i every case in which) To Research Institute addition to expanding services| Map Helbros Campaign | : 
‘“aae Oo ‘ >| ‘ 
rs Asso. [Ba 0% mg pel vncies will be ex.|,, Raymond Zindle, former head of| would become more active “pro-|_Helbros Watch Company, New | ,,,Weelly Atomotive Trade Newspaper 
™ this year, g . the New England district of Stand- ti lly.” Si th however, York, through William H. Wein-|. . . ist in California (rated 2nd in Retail Sales, 
| nected to handle all or varying ’ . motionally. ince en, b N Yi k, ill se Ist in Auto Registry) 
ition of | } ard and Poor’s Corporation, has th H er organization has trau & Co., ew or wi sup . Ist in Los Angeles County (rated 3rd in 
: ' \Bdegrees of the contemplated cam-|peen named director of merchan- |“) stainay 8 ft tempt..|Plement consumer advertising this Retail Market Area, Ist in Automotive 
pemarere, | paigns. dising of the Research Institute of | Stepped up its own efforts, attemPt-| year with a business paper drive | EE A A a SE 
A handful will service more|America, New York and Wash-| ing to show advertisers the dupli-| jn seven jewelry publications. | Re ee ee ee petern wre ts 16 
fice In- Binan one trade association ac- | ington. cation of the two services and im-| Opening copy of four pages will be | San Francisco (5), 690 Market St. (4) 
- count, including Channing L. Bete 
ers. /As- field, Mass.; Leo . nis 
Company, Greenfield, : = — 
~ ‘Burnett Company, Chicago; Ben- aie a 
00 ton & Bowles, New York; and the 
“4 : Condon Company, Tacoma, Wash. cig a 
Ss, . ; : 
rs Asso- | : en 
: Lockheed Buys ABC | ors 
Television Program | In . % 
100 Lockheed Aircraft Corporation, | 
of Stee! Los Angeles, has purchased a half- | 
York hour television program, the first | 
ders As- West Coast commercial program to | 
— i be aired by ABC. This marks the | 
Bete. first West Coast television program 
Associa- |B le of any network. 
ae The show, which will accent the | 
iti0n, famous Lockheed ‘Constellation’ 
and feature up-to-minute stories 
Associa- about the mammoth plane, is 
scheduled to start some time in 
= ao ted : 
sociation, one ~~ "Tce * Seaumas. — learned in the armed forces about 
Dyers & [prom 8:30 to 9 p.m., PST, and in the importance of dental health have 
yers New York over WABD, DuMont . : 
ring, Md. |Mistation. increased the status of the entire dental 
4 Soe of — | profession. 30,000,000 patients accept the 
anulac- a ‘ - ‘ ° 
‘2 Record’ Raises ‘Parade’ | recommendations of their dentists without 
mtractors Bto 3,000,000 Circulation | question or reservation. 
ge The addition of the Philadelphia | You can take advantage of this powerful 
10 Lid= Record to the list of newspapers : . : 
eveland using the Sundar ssamesine Parade, recommendation market if you merchandise 
x M@fgrs. f—has increased the guaranteed circu- dentifrices or vitamins or foods or mouth 
lelphia lation of the picture magazine to e f 
Seating & 1,000,000, an increase of 900,000 washes or laxatives or sedatives or a wide 
Associa- over its Jan. 6 guarantee. variety of similar products. 
Parade has also added the 


ssociation, 


Wichita Eagle, with approximately 
75,000, and will add the St. Paul 
Pioneer Press, with 130,000, on 


You can reach the dental profession through 


the advertising pages of DENTAL SURVEY, 


1 Florists, | April 7. The Record’s present the complete, modern dental journal that 
circulation is reported at approxi- | reaches every practicing dentist every month 
ure Insti- mately 600,000. . y es 6 y 
| just as the leading dental manufacturers use 
its pages to sell their products to the dental 
Form Trade Club P Be P 60,000 DENTISTS WHO 
ee ean profession. For detailed information on the 


The Women’s International 
Trade Club has been formed in 
Milwaukee, with its members ac- 
live in the export and import fields 
and in such allied work as adiver- 
lising agencies, banks and travel 
agencies. 


Appoints Dr. Philipp 


Dr. L. A. Philipp, chief engineer 
if the Kelvinator division of Nash- 
Kelvinator Corporation, Detroit, 
has been elected vice-president of 
the 
neering, Kelvinator division. 


— 


‘orporation in charge of engi- | 


LOOK IT UP in 
the MARKET DATA BOOK! ! 


MMDUSTRIAL 
| MIRBRETING 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


dental market, write for a copy of a compre- 

hensive 40-page book entitled, “Guide to the 

Dental Market—2nd Edition”, just off the press! 
NEW YORK 55 West 42nd St.* PE 6-5241 
CHICAGO 30 No. La Salle St.* Central 2757 
SAN FRANCISCO Mills Bldg. * Sutter 1393 
LOS ANGELES 448 So. Hill St.* Michigan 0921 


In 1945 more advertisers invested more 
money for more space in the Number 
One dental magazine, 
VEY, 
cation, 


DENTAL SUR- 
than in any other dental publi- 


INFLUENCE THE BUYING. 
HABITS OF 30,000,000 


PATIENTS 


DENTAL SURVEY 


DENTAL SURVEY PUBLICATIONS 


ESSEX BUILDING * MINNEAPOLIS 2, MINNESOTA 


* DENTAL SURVEY 
* DENTAL NEWS 


* DENTAL LABORATORY REVIEW 
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60 
Authors Ad Idea Book 


“How to Think Up 5,000 Ideas” 
is a new book written by David 
Seltz of Seltz Advertising Service, 
Chicago, explaining how to create 
ideas in the fields of advertising 
and writing. The book presents a 
formula for producing desired 
ideas “at will” for individual ads 
and complete campaigns, syndi- 
cated features, magazine articles 
and promotional projects. It is 
priced at $2. 


Photographers to Meet 


After a lapse of five years be- 
cause of the war, the Photog- 
raphers’ Association of America 
will resume holding its national 
conventions, with the first postwar 
session set for Chicago, Aug. 26- 
30, at the Hotel Stevens. 


Cyclops Appoints Marine 

John D. Marine has been ap- 
pointed sales manager of Cyclops 
Iron Works, San Francisco, suc- 
ceeding John W. Horsman, re- 
signed. 


Group Names Werner 


Richard J. Werner, formerly 
president of the Salinas Junior 
College, Salinas, Cal., has been 
appointed manager of the Cali- 
fornia Dairy Industry Advisory 
Board, Sacramento, which over- 
sees a statewide educational, ad- 
vertising and research program. 
Mr. Werner will make his head- 
quarters in the local offices of the 
California Dairy Council in Los 
Angeles and San Francisco. 


Becomes Sunbeam Corp. 


Stockholders of Chicago Flexible 
Shaft Company have voted ap- 
proval of a change in the firm’s 
name to the Sunbeam Corporation. 
The company manufactures Sun- 
beam electric appliances, Rain 
King lawn sprinklers and clipping 
and shearing machinery. 


To Pedlar & Ryan 


Edwin Ebel, recently in the 
Army, has been placed in charge 
of the merchandising division of 
Pedlar & Ryan, New York. 


SUN’S % of 


five-paper 
total 
linage = 
15.2 
13.0 
4 ; 
i n 1942 1943 1944 1945 


national” 


Source: Media Records 


advertising... 


Just as Chicago retailers have given The Chicago Sun a steadily 
increasing share of their five-paper linage every year, because 
it has proved a profitable medium . . . so too have national adver- 
tisers turned more and more to The Sun year after year . . . pri- 
marily because The Sun reaches an alert, enterprising audience 
big enough to make any product advertised to America’s Second 
Market wanted—and bought—merchandise! 


*"National” Advertising includes General, Automotive and Financial 


THE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. « 250 Park Ave., New York 17, N. Y 
National Representatives: THE BRANHAM COMPANY 


CHICAGO: 360 North Michigan Avenue. NEW YORK: 230 Park Avenue 
Atlanta + Charlotte » Dallas « Detroit «Kansas City» Los Angeles « Memphis « St. Louis «San Francisco 


GEST sxow 1 tore 
Tut = SWI. romext! 


WWL 


NEW ORLEANS 


shouts its shows in 


- NEW ORLEANS 


EPARTMENT OF LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


Represented Nationally by The Katz Agency, Inc. 
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CED Research on 
‘Jobs and Markets’ 
Belies NAM Stand 


(Continued from Page 1) 
flation in the Transition,’ is an 
analysis of the American economy 
seeking to answer two questions: 
“How can we complete rapidly the 
great postwar expansion of civilian 
production and unemployment,” 
and “How can we make the transi- 
tion to markets free of price con- 
trol without running into serious 
inflation or depression?” 


Work of Six Economists 


It was prepared by six econ- 
omists of the CED’s research com- 
mittee and represents their con- 
clusions and recommendations. 
They are: Theodore O. Yntema, 
research director; Melvin G. de- 
Chazeau, Albert G. Hart, Gardiner 
©. Means, Howard B. Myers and 
Herbert Stein. 

The report forecasts a 1947 labor 
force of 60 to 61 million persons 
and says that, assuming high levels 
of employment, 57 to 59 million 
of these will be employed, includ- 
ing armed forces. The total out- 
put of the civilian economy, with 
high employment, would “yield 
an increase of 45-60% in the ag- 
gregate or of 35-40% per capita 
over 1945 in goods and services 
for civilian use.” The total value 
of goods and services available 
for civilian use in 1940 averaged 
$916 per capita; the total in 1947, 
with high employment, is esti- 


mated at $1,200 to $1,291 per'| 


capita. 
Recommendations were made by 
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the CED economists on the basis|recent quarter of ‘normal’ oper,. 
of an analysis of important fac-|tions, without distinction bei wee, 
tors such as the balance of supply | ‘approved’ and ‘unapproved’ Wage 
and demand; the rising output of | increases. 
the civilian economy and the re- “The period before the eng 
sulting rise in potential supply for 3. of price control (June 3% 
civilians; the relationship between 1947) should be employei ; 
supply, income and expenditures;| strengthen the instruments 4 
the role of liquid assets and back- monetary and fiscal policy. Onc 
logs of demand. the present excess of demand ha 
Key recommendations of the re-| gone its work of speeding reem, 
port are as follows: ployment, monetary and _ {iscy 
1 “Price control authority|measures should be used to cur 
e should be extended to June|the excess or prevent demanj 
30, 1947, but not beyond (except|from becoming deficient, as may 
for rents). To leave open the pos-| be needed. ; 
sibility of further extension of 
price control ‘would be an invita- Want Balanced Budget 
tion to drift into a position where 4 “The Congress and the ad. 
we are always confronted by a e ministration should plan t 
choice between continued price| balance the federal budget at ey. 
control and runaway inflation. Wejisting tax rates in fiscal yeg 
musi, sooner rather than later, | 1946-47 and if possible run a bud. 
accept responsibility for prevent-|get surplus. The governmen 
ing inflation by monetary and|/should be prepared to generate , 
fiscal means without price con-| substantial budget surplus if ip. 
trol.’ flationary pressure continues 
strong at high employment levels, 
Calculated Risk Needed We should remember that tax re. 
yo “While it lasts, price con-| vision is not a one-way street. Al. 
e trol must be streamlined and|though tax rates in the post. 
liberalized. The OPA must follow | transition period may be appro. 
a course of ‘calculated risk’ in| priately lower than they are nov, 
suspending controls. Price ceilings| taxes may still have to be raised 
must be adjusted if they seriously | before they can be lowered. 
deter or distort production. Pricing 5 “To prepare for a possible 
standards should permit the aver- e reversal in which demand- 
age profit expectations of norma!|supporting measures would be 
prosperity. The present ‘earnings’|needed, a large shelf of public 
standard for price’ relief—the|works which could be quickly 
1936-39 average return on net|started should be made ready. 
worth, before taxes—should be | 
raised by about one-third. In- 
creases should also be permitted 6 “In view of the uncertain- 
| whenever the price of a product| Ve 


Discusses Tax Policy 


ties of the transition, the 
fails to cover average total costs|speed with which fiscal policy can 
of production and not, as at pres-|be brought to bear upon an ex- 
ent, average direct costs only. All|cess or deficiency of demand 
price adjustments under these|should be increased. When tax 
istandards should be based on ac- revisions are considered, priority 
tual cost experience of the most|should be given to measures 


CBS « 


J KFH- Wichita | 


KFA 


WICHITA 


Wichita is a Hooperated City 
5000 WATTS DAY AND NIGHT * 


High Efficiency Fans, H Oilfield Equipment, Wheelbarrows, Mops, Farm Machinery, Chicken Pickers, and be 
- a lalate Desens of Ot er Postwar Products Now Wichita Made. : 


WICHITA Invents 40 Ways to Stay ; 
AMERICA’S ‘‘TOP SALES CITY’’* ; 


Three months after VJ Day, Wichita is still 
America’s “Top Sales City!” And of Wichita’s 
60,000 peaktime war workers, less than 13% 
have applied for unemployment benefits. The 
reason? Wichita’s war plants and subcontractors 
have swung swiftly into peacetime manufacture 
of many products...no less than 40 of them 


pre-war designs. 


station o 


new inventions of patented improvements of 


That's 40 good ways to keep payrolls rolling 
and retail sales moving. Another way has been 
the sales job being done by KFH, that selling 
(Kansas Richest Market! 


* Sales Management’s Analysis of ‘Selected Sales Cities.” 
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which add ‘built-in flexibility’— | 
the capacity of the tax system to 
yield higher revenues when in- 
momes increase and lower reve- 
nues when incomes decrease. This 
can be done by placing relatively 
more reliance on pay-as-you-go 
income taxes and relatively less 
on excises, by permitting the 
averaging of incomes in tax com- 
putations and by speeding up the 
payment of tax refunds. 
7 “Congress should authorize 
e temporary (three to six 
month) variations from the per- 
manent tax rate on the first 
pracket of the personal income tax 
and the Bureau of Internal Reve- 
nue should prepare the necessary 
regulations and forms. The change 
of rate should be enacted by Con- 
gress when it finds the change 
necessary to avoid inflation or 
prevent unemployment. This 
would be a powerful instrument 
to restrict or stimulate consumers’ 
spending but would not unsettle 
those taxes that chiefly affect 
business decisions. 


Want Greater Flexibility 
8. 


“Congress should authorize 

the board of governors of the 
Federal Reserve System to raise 
reserve requirements substantially 
above present limits and to count 
government securities held by 
banks as reserves. This will en- 
able Federal Reserve to prevent 
the banks from obtaining addi- 
tional reserves by selling govern- 
ment securities to the Federal Re- 
serve banks and using the reserves 
thus acquired to expand bank as- 
seis and deposits. It will restore 
to the Federal Reserve its power 
to limit the expansion of the 
money supply. So long as the 
banks are free to sell the billions 
of governments which they own 
and the Federal Reserve is com- 
mitted to buy them in order to 
support the government securities 
market, a limit to monetary ex- 
pansion is hopelessly remote. 


Central Authority Needed 
9, 


“The Federal Reserve should | 

not prevent government 
bonds from falling slightly below 
par if a tendency develops for the 
public to sell bonds in order to 
buy stocks, real estate, other in-| 
vestments or consumption goods... 
10 “Executive responsibility 

e for transition policy 
should be clearly lodged in a cen- 
tral authority. This authority 
should be charged with develop- 
ing and directing a unified pro- 
gram of fiscal, monetary and price 
control action to maintain price 
stability and high employment in 
the transition. Congressional com- 
mittee procedure should be con- 
solidated to permit prompt con- 
sideration of transition policy from 
an over-all viewpoint.” 

The report is based on the be- 
lief that “although inflationary 
pressure is now large, both in- 
flation and depression are real 
‘angers in the course of transition. 
Public policy must be prepared 
© deal with either. Policy must 
be developed in advance and 
flexible instruments must be at | 
hand for prompt action.” 
he CED is an association of 
iness men headed by Paul G. 
‘man, president of the Stude- 
er Corporation. Chairman of 


the research committee is Ralph E. 
Flanders, president of the Federal 
Reserve Bank, Boston. 

The complete study will shortly 
be published as a book by the 
McGraw-Hill Book Company. 


Blair Names Buckley V.P. 


Richard D. Buckley, after nine 
years of account work with John 
Blair & Co., Chicago, national rep- 
resentative of radio stations, has 
been appointed vice-president in 
charge of sales in the New York 
office. He will continue to engage 
in active account contact, but will 
also assume the responsibility of 
directing and coordinating all sales 
efforts in the New York area. 


Mower Heads Sales > 


DeWitt Mower, who joined Mu- 
tual Broadcasting System’s Chi- 
cago office last year as an account 
executive, has been appointed 
midwest sales manager of MBS. 
He previously was manager of 
Trans - American Broadcasting 
Company’s Chicago office and was 
with the sales staff in the Chicago 
office of WOR, Mutual’s New York 
outlet. 


Makes Job Training Film 


To help business men, especially 
retailers, cut down on the waste of 
time, money and talent that comes 
from poor job instruction, the vis- 
ual training division of Syndicate 
Store Merchandiser, New York, 
has produced a 35 mm sound-slide 
film, ‘“‘How to Teach a Job,” pre- 
senting four steps for successful 
training. The 10-minute film takes 
the pattern already in use in mili- 
tary and industrial training and 
applies it specifically to fit the 
needs of retailing. 


Philco, Kellogg Join 


in Radio ‘Phone Program 


Philco Corporation, Philadelphia, 
and Kellogg Switchboard & Supply 
Company, Chicago, have signed an 
agreement to work jointly in pro- 
viding mobile radio telephone 
equipment for the independent 
telephone industry. Kellogg will 
install FM mobile equipment pro- 
duced by Phileo under an exclu- 
sive distributing agreement. The 
radio telephone units are designed 
for use in private automobiles, 
taxis, trucks, busses and other 
vehicles. 
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YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


Don't Be Satisfied with Ordinary 


Wasteful 


agency to 
tional advertising. 


DISPLAYS 
Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . . 

We are a Display Agency and co- 
operate fully with your advertising 
“Pipe-in” the force of na- 


MERCHANDISE Avex 


IN THE DEPARTMENT 


Also Complete Services for Every Other Point of 
Sale Activity 


36 Sage. » . ane ares» an Exhibit of Performance 
Write a copy of it Today on your business letterhead 


America's Largest Organization Specializing 
in Merchandise Presentation 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 N. JUSTINE STREET « CHICAGO 7, ILL. 
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Old Euclid, the Greek geometry expert, knew all the angles. 
It was he who first proved that the ‘whole is equal to the sum of 


its parts.” Similarly, in terms of merchandising and sales, 


the whole of the national drug market is equal to the sum of the five 
important regional drug markets. That’s why the 5 trade 


papers that make up the Basic Regional Drug Group 


are significant to you. Each one is written, edited and angled 


to meet, the different needs of America’s 5 different, sectional drug 


markets. Put these 5 friendly, neighborly papers 


together and you get potent, penetrating coverage that 


see 


adds up to one thing: sales. 
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The confidence-inspiring 
B.R.D.G. journals, with their 
distinctive regional appeals, are 
totally unlike any other drug 


papers—national, state or asso- 


posed to a friendly, ready-to- 
listen-and-believe audience be- 
comes persuasive sales message 
that gives your product the 
PUSH that means PROFITS. 
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PACIFIC DRUG REVIEW 
NORTH WESTERN DRUGGIST 


THE APOTHECARY 
SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 
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The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


wanted,” “Representatives Wanted,’ 
50 cents a line, minimum charge $2. 
and spaces per line; light bodyface 
lines. Terms cash with order. 


, 


and “Representatives Available, 
Figure bold face heads 25 letters 
34 per line. Box numbers add two 


Forms close Monday noon preceding 


publication date. Display advertisements take card rates. 


POSITIONS WANTED 
Exec. Secretary desires pos. of 
respons. & future. Exec. backerd. & 
exp. Coll. ed. Own corres., off. mgt., 
attractive, effic. Salary $50. Phone | 
Sag. 4914, Chicago, III. 
Copywriter — yg. wom. mail-order 
exp.—N. U. adv. train.—creative abil. 
wants new opportunity in adv. 

Box 8027, ADVERTISING AGE 
__100 BE. Ohio St., Chicago 11, III. 
Young lady with nine years experi- 
ence in copywriting, advertising and 
promotional sales, desirous of im- 
mediate connection. 

Box 8028, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


AVAILABLE: 
TOP-FLIGHT | 
CREATIVE 
AD MAN 


SEASONED former member 
nation's largest advtg. agency (8 years 
contact, plans, copy, on major automo- 
tive, aircraft, refrigeration, package 
goods and transportation accounts) seeks 
high-ceilinged opportunity. Excellent 
planner, organizer, writer, idea man. 
Tops in supervising surface-penetrating 
market research, interpreting findings, 
writing specifications for marketing strat- 
egy and advertising themes. Creates 
fine, persuasive advertisements—high in | 
Starch, strong in sell. Wide knowledge | 
all phases—space & radio, media, mar-| 
kets, production, art, sales promotion, | 
new product development, FTC aan 


tions, etc. University-educated; married 
& family; personable, good appearance, | 
in dynamic early thirties. Write to: 


Box 6422, Advertising Age 


100 E. Ohio St., Chicago 11, Illinois 


GLE 


POSITIONS WANTED 


Aggressive adver. man who can diz 
new ideas out of old facts and put 
the spark in the kind of copy and 
layouts that sell them. 

Have a solid background and sales 
imagination, (1) behind-the-counter 
experiencs in merchandising and 
point of sale work, (2) sound knowl- 


;edge of mfgs. problems in adver. 


and sales promotion, (3) graduate of 
4 yrs. of adver. and journalism. At 
present adver. mgr. for fair size mfg. 
with dealer, distributor set up, but 
desire change due to limitations. 
Want opportunity to do creative 
work with live agency or mfr. Age 
36. Married. Prefer Chgo. or Mid- 
West. Would like personal inter- 
view. 

Box 8031, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING SPACE SALESMAN 
Desires change. Now representing 
well known industrial publication in 
Chicago territory. Married. Un- 

questionable references. 
Box 8030, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


. OUTDOOR ADVERTISING MAN 
THOROUGHLY 
VETERAN, GOOD HEALTH, SIN- 
27. FREE TO TRAVEL—CAR. 
PREFER CONNECTION IN MID- 
WEST OR WEST OF MISSISSIPPI 
RIVER. 

Box 8022, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


YOUNG ADVERTISING 
EXECUTIVE 


Good position, advertising depart- 
ment, long-established, leading 
business paper in its field. Fine op- 
portunity for person qualified to 
handle sales promotion, business re- 
search, write effective letters and 
with occasional space selling. Position 
permanent with opportunity to ad- 
vance. State full experience, refer- 
ences, salary desired, etc. 


Box 6419, Advertising Age 
100 E. Ohio St., Chicago II, ill. 


EXPERIENCED 


| POSITIONS WANTED 


| ADVERTISING: 8 years sound ex- 
| perience in: Suecessful direct mail 
| selling; retail, wholesale, industrial 
copywriting; catalogue preparation; 
market research; advertising pro- 
|duction; budget preparation. Ex- 
|perienced in manufacturer-jobber- 
|dealer and salesmen relations. Age 
34. Married. University graduate. 
War veteran. Present job 5 years. 
Will earn $6000. Photo and detailed 
account of experience gladly sent 


oppor. to learn copywriting. 3 yrs. 
college. Now finishing nite school. 
Selling and public relations experi- 
ence. Salary secondary. 

Box 8024, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT MAN 
Veteran, age 30, just released. Good 
ideas, fast visualizer, slick lettering. 
Wants spot in agency or as Ass’t. 
Adv. Mer. in South. 

Box 8023, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
|Placements of all types with lead- 
ing organizations. 


for Ex-Serviceman 

Lf you want to break into advertis- 
ing... like to write... can take 
instructions ... follow through... 
not afraid of hard work... willing 
to start at moderate salary... in 
order to become key executive in 
young and growing Chicago adver- 
tising agency ... then write us all 
about yourself. Send snapshot. 

Box 8020, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Branch Manager—all-round Spanish 
speaking Account Executive, with 
thorough knowledge of agency op- 
eration wanted by 4A agency. Write 
full details to: 

Box 8021, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


EDITORIAL MAN 

|for leading business paper. Ability 
|/to write easily and well, with back- 
|ground knowledge of business pre- 
|cedures, essential. Some knowledge 
|}of mechanical processes of produc- 
|ing magazine also useful, but not 
|vital. This can be an excellent job 
for a good man, with plenty of op- 
| portunity to do things and go places 
with an up-and-coming, uninhibited 
|/leading publication. 

| Box 8032, ADVERTISING AGE 

| 100 E. Ohio St., Chicago 11, Ill. 
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NE of our big competitors, a 

50,000 watter, recently made a 
survey of all of the counties in the 
State of lowa and found an interest- 
ing situation in Dubuque County. 
They found Dubuque County plump- 
ing for WKBB by a resounding 2 to 
|. thus lending substantial support 


WKB 


Dubuque’s 


WKBB 42 


James D. Carpenter—Executive Vice-President 
Represented by Howard H. Wilson Co. 


DUBUQU 


to our own modest claims, of being 


question of “Station 
Most” (daytime) the returns were: 
4%; Station A 19.7%; 
Station B 13.8%; Station C 12.3%: 
All other stations 11.8%. 


FIRST station. On the 


Listened to 


IOWA 


AFFILIATED W!ITH AMERICAN BROADCASTING COMPANY 


HELP WANTED 


ARTIST—DESIGNER 
Nation’s foremost display concern 
offers permanent position in creative 
design under excellent direction and 
exceptional working conditions. Chi- 
cago. Write giving full details of 
education, experience, etc. 

Box 8029, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
LAYOUT and LETTERING 
ARTIST 


A substantial agency, serving na- 
tional accounts only, yet located in 
a small, quiet township a short dis- 
tance from the largest midwestern 
cities, has an exceptional opening 
for a top-flight man who can pro- 
duce inspired layouts and finished 
lettering. 


This artist must have a thorough 
knowledge of typography and the 
mechanics of the profession; he 
must be an organization man, rather 
than an individualist, and have the 
desire to satisfy his ambitions mid 
aeeres, yet progressive surround- 
ngs. 


Please enclose one or two proofs 
with detailed reply. 
Box 8015, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


EXPERIENCED LAYOUT ARTIST 
Capable of creating visuals and 
making finished comprehensives. 
Work will include industrial illus- 
tration, figures (no fashion), post- 
ers. Applicant must be versatile and 
fast. 40-hour week. Good working 
conditions and an excellent oppor- 
tunity for advancement in a rapidly 
growing agency in Houston 
Southwest’s largest industrial city. 
Write giving full details of last 4-6 
years employment, state salary de- 
sired and furnish samples, which 
will be carefully handled and 
promptly returned. 

Box 7990, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ARTISTS 
Male, free-lance. Experienced. To 
make small comprehensive sketches. 
Clean lettering ability necessary. 
Volume of work assured. Call Har. 
5524 for appointment. Chicago, II]. 


Mr. & Mrs., Ine., new Chicago publ. 
has openings in all depts. on full or 
part time basis. 21 E. Van Buren 
St., Room 606, Phone Har. 8962. 
MISCELLANEOUS 
Free-lance writers for ad copy, 
publicity, radio; also complete writ- 
ing and production on house organs, 
personnel booklets, direct mail. 
Hasten & Moriarty 
36 W. Randolph St., Chicago 1, Ill, 
Phone, Randolph 7832 


~ STUDIO SPACE AVAILABLE 


About 40’ x 14’, particularly suitable 
for commercial photographer. Con- 
venient location on near north side. 


Phone, SUPerior 5380. Chicago. 
NEED HELP? 
We are looking for a live wire 
manufacturer of novelty, giftware 
or industrial products, in need of 
help on national distribution. Our 
organization has. 70 years of “know 
how”, rated AAIl1. Write in confi- 
dence, President c/o 
Box 8026, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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| B. D. M:: 
i'You B.D. M: 
Personally speaking, my name 


is Eric. I am 27 years of ge 
and single. 


Are you an account executive 
or an advertising manager lovk. 
ing for a eapable and willing 
assistant? Then I want to go 
to work for you. 


Almost 4 years’ experience 
with two 4-A agencies. 


Experience: Ass’t to Space 
Buyer. Assisted in making me. 
dia analyses.—Wrote publicity 
—Traffic control—Made market 
surveys. Wrote reports—Re. 
search for script and copy writ- 
ers.—Purchased supplies. 


My 3% years with Uncle Sam 


ministration, statistical report. 
ing, lecturing, and as French 
and Danish interpreter have 
broadened my perspective and 
have made me potentially a bet. 
ter executive. 


I'll act as your trusted right 
arm not only to fend off vexing 
problems and details, but to 
help you with the planning and 
follow-up of sales increasing 
advertising campaigns. 


*Big Decision Man. 
Box 6420 


Advertising Age, 100 E. Ohio St. 
Chicago 11, Ill. 


AGENCY STOCKHOLDER 
with $750,000 Billing 
in few choice accounts 


is interested in becoming part- 
ner, or securing stock interest 
in fully recognized, well rated 
Chicago agency, or branch oi 
out of town agency offering 
complete creative, merchandis- 
ing, space, time and produc- 
tion services. 


Am fully experienced in ever) 
phase of agency practice. 
Please outline offer and serv- 
ice facilities. 

BOX 6423, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


NAMES MAKE NEWS! 


New York Philadelphia Chicago 


in FALL RIVER, names 


LIKE VERNEY RAYON 
AN INDUSTRIAL PAYROLL THAT EXCEEDS 


$75,000,000 annuaLty: | 


Verney Shawmut Mills is just one of the 273 diversified 
manufacturing firms that make Fall River one of the 
“Bright Spots” in industrial New England. 


Represented Nationally by KELLY-SMITH CO. 
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‘Harper's Magazine’ 
Boosts Ad Rates 


Harper’s Magazine, New York, 


has announced an increase in ad- 
vertising rates and_ circulation 
oyarantee, effective with the April, 
1946, issue. 


The page rate will be boosted 
from $600 to $750, with four-color 
inserts and 2nd and 3rd covers 
soinz from $1,000 to $1,250 and the 
ac cover, in four colors, from 
1.400 and $1,550. Contracts placed 
prior to March 8 will be protected 
t current rates through the Sep- 
rember issue. The circulation guar- 
ntee is being upped from the 
resent 105,000 to an average net 
aid figure of 135,000. 


o Italian Cook Oil Corp. 


Dominick Cordiano, founder and 
resident of Cordiano Can Com- 
any, Brooklyn, N. Y., has sold 
is interest in that company and 
as been named president of Italian 
ook Oil Corporation, Brooklyn. 


Issues New Catalog 


A new catalog of technical 
books, which includes the latest 
joks on chemistry, physics, sci- 
nee, food, drugs and cosmetics, 
engineering, etc., has been pub- 
lished by Chemical Publishing 
‘ompany, Brooklyn. The catalog 
sives the date of publication of 
ach book, price, number of pages, 
ietailed descriptions and full table 
if contents. 


Advertising Man 
with industrial background with di- 
rect mail selling, write copy for trade 
papers, sales letters and catalog 
sheets for Commercial Laundry & Dry 
Cleaning Specialty Machinery Manu- 
facturer— Old Established — selling 
nationally through Established dis- 
tributors. Samples and complete de- 
tails. 

Box 6421, Advertising Age 


100 E. Ohio St., Chicago 11, Ill. 
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Hire a Veteran 
With a Future 
in Advertising 


* 


ADV. MGR. or Acct. Exec. 
12 years thorough experi- 
ence all creative, manage- 
ment, marketing phases 
with million dollar food 
advertiser. Midwest, 


$10,000. JH-230 


SALES PROM. Army Intelli- 
gence Capt. with three 
years sales admin. prod. 


experience. Chicago, 
$4000. JH-231 
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COPY or Publicity. Six yrs. 
broad mail order, direct 
mail, prom. exp. Chicago, 
$5000. JH-232 4 
SALES PROM. 3 yrs. round- 
ed agency, direct mail, 4 
house organ, prod. exp. | 
Seeks creative opportu- | 
nity. Chicago, $4000. 1 
JH-233 | 
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PRODUCTION or Art Di- 
ector, agency or ad dept. 

/ yrs. studio, agency ex- 
cerience. Chicago $4000. 
JH-234 


ag 
‘rite or Phone 
-OB HUNTER today! 


A Free Service of 


Advertising Age 


9 E. OHIO ST., CHICAGO 11, ILL. 


Chenery, Anthony Named 
Crowell-Collier V. P.s 


William L. Chenery, publisher of 
Collier’s, and Edward Anthony, 
publisher of Woman’s Home Com- 
panion, have been elected vice- 
presidents of Crowell-Collier Pub- 
lishing Company, New York. 

The Crowell-Collier board of di- 
rectors has approved a proposal to 
split up the common stock, with- 
out par value, on a two-for-one 
basis, with stockholders to vote on 
the proposal at the special meeting 
March 12. 


Bill Bros. to Publish 


Monthly ‘Gift Preview’ 


Bill Brothers Publishing Com- 
pany, New York, publisher of 
Sales Management and other busi- 
ness papers, will publish Gift Pre- 
view, a new monthly magazine to 
reach about 20,000 buyers of gifts 
and decorative accessories in de- 
partment stores, gift shops and 
similar retail outlets. Advertising 
will be confined to ninth-page 
units. 

The new magazine will be op- 
erated by a newly-formed com- 


pany, Preview Publishing Com- 
pany, New York. President and 
editor is Irving P. MacPherson. 


Issues New Rate Card 


The New England Homestead, 
farm paper published in Spring- 
field, Mass., has announced a new 
rate of $1 an agate line effective 
with the Jan. 11, 1947, issue, based 
on an increased guarantee total of 
125,000. 


Plans Special Issue 


American Foundryman, Chicago, 
will devote its April issue to a 
“Golden Anniversary” number, 
featuring the full program of the 
Golden Jubilee Foundry Congress 
and show to be conducted in 
Cleveland May 6-10. 


To Harold Warner 


Sanitary Receiver Company, 
Dunkirk, N. Y., manufacturer of 
Sani-Can indoor receivers, has ap- 
pointed Harold Warner Company, 
Buffalo, to handle its advertising. 
Business papers, cOnsumer maga- 
zines and direct mail will be used. 


‘DuMont Plans 


Five-City Net 


in Television 
New York, Feb. 28—Allen B. 
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| Telegraph Company’s contem- 
|plated coaxial cable system for 
| television from coast to coast, and 
| woul be in operation in 1948. 

| DuMont expects to release de- 
|tails of the network plan at the 
‘time of the opening of the new 


DuMont Laboratories, Passaic,| Studios for its television station, 


N. J., has applied to the Federal | 
Communications Commission for | 
licenses to operate commercial | 
television stations in New York,| 
Washington, Pittsburgh, Cincin- 
nati and Cleveland, which would! 
form the basis for a television net- | 
work, Leonard F. Cramer, direc- 
tor of DuMont’s television broad- 
casting division, told ADVERTISING 
AGE. 

Locations for all the new sta- 
tion, except Cincinnati, are defi- 
nitely planned, Mr. Cramer said. 
The network would follow the first 
link of American Telephone & 


WABD, in New York, about March 
15. WABD is now operated on an 
experimental basis, 


‘ 
Lowell Sun’ Names 
Fleming; Ups Price 

William T. Fleming, for the past 
seven years classified advertising 
manager of the Sun, Lowell, Mass., 
has been appointed local advertis- 
ing Manager, succeeding Paul T. 
Hillman. 

At the same time it was an- 
nounced that the Sun has in- 
creased its newsstand price from 
three to four cents to meet rising 
production costs. 


GIBBONS 
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J.J. GIBB 
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The grocery chains and the independent grocers live closer to the people... have a better understanding 
of their customers than most advertisers. They have to have! They can’t put melons on a shelf and wait 
for a buyer next month. They have to move perishable stuff . . . to customers or to the garbage can. 

So... we call your attention to one simple fact. The Camden Courier-Post carries MORE retail grocery 
advertising than ANY Philadelphia newspaper. Think that one over! The advertisers who MUST get results 
and get them quickly . . . take more space in the Camden Courier-Post than any of the papers published 
in Philadelphia. 

They wouldn’t do it if they didn’t get results. And they are the boys who can really check on what 
their dollars are buying. They know the Camden Courier-Post reaches six out of every seven families in the 


Camden County area... more than all the Philadelphia dailies combined! 


CAMDEN COURIER-PO 


REACHES G6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK CHICAGO PHILADELPHIA DETROIT CLEVELAND 
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For sale: Product moving from factory to warehouse. 


We're Never Too Busy to Help a Friend with Her Homework... . . 


For sale: The industrial talents of brass sheet, rod and wire. 


ET ee a, eee 


For sale: Improved roads for 6,000,000 farms. 


es ie id oe Dn edad va. CRRA Wakes 


For sale: Development and control of U. S. water resources. 


He Wrestled the Wind — and Won!........................ 


For sale: The efficiency of a fountain pen. 


“Keeping Up With the Joneses’”’ is Bad in Business, Too!........ 


For sale: Flexible production capacity. 


Today’s ‘Town Hall’”’ is the Motion Picture Theatre............. 


For sale: A new advertising medium, and a plan. 


For free: A book—''Primer for Postwar Prosperity.” 


Lehigh & Lackawanna Warehouse & Transporiation 207 
Willard B. Gollovin Co. 


Fagh skh ede dads weeeeeees... The Bristol Brass Corp. 39 


Sutherland-Abbott 


TTT er wet. ae * ee The Barrett Division 41 
McCann-Erickson, Inc. 


Pe take Associated General Contractors of America, Inc. 177 


Campbell-Ewald Company, Inc. 


Ee ee Pe rr eee” Inkograph Co., Inc. 205 


L. E. McGivena & Co., Inc. 


ii as ieee a 6a are wae Sa ew Hupp Moijor Car Corp. 65 


The Griswold-Eshleman Co. 


a ie Sie CRA 08 Motion Picture Advertising Service 229 


Grant Advertising, Inc. 


TT TTT eee eT ee eee J. Walter Thompson Company 11 


J. Walter Thompson Co. 


y For more than a year now, FORTUNE has been recapitulating outstanding 
headlines picked from its advertising pages . . . and month after month the 
conviction has grown that here are the most beautiful and effective advertise- 
ments in the world — planned, written and executed with the singleness 
of purpose and taste that distinguish FORTUNE’s editorial and advertising 
pages alike. Small wonder that FORTUNE is the showcase of advertising. 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 
85% of FORTUNE's 188,000 subscribers are management men — and survey after survey shows that advertising in FORTUNE reaches 
management more certainly, more effectively, and more economically than in any other magazine. 
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HE WINNER—The Art Directors Club of Los Angeles presents an Award of 

erit and an Art Directors Club medal to Wilson Cutler's outstanding black- 

nd-white illustration of the head of a starving European boy, which was pre- 

pared for Bullock's downtown Los Angeles store. Presenting the awards are, 

ft to right, Charles Porter, chairman of the jury, Ernest Turner, president of 
the club, and Kai Jorgensen, vice-president. (Story on Page 16.) 


+ oy 


TERNATIONAL—Approximately 40 representatives of General Motors over- 
as operations attended the first sales school for key personnel in Dayton. 
ft to right in the picture are: F. H. Peters, advertising manager, Frigidaire 
ivision; E. E. Anderson, assistant general manager, GM International, Copen- 
pgen, Denmark; P. M. Bratten, general sales manager, Frigidaire Division, and 
Rene Odier, an independent Frigidaire distributor of Geneva, Switzerland. 
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MODERN MARGARINE, every pound of His 16 ounces of 
Sweet, fresh fievor. ft is an honest pound of concentrated 
energy food It +s fortified with Vitamun A the year round And 
its low cost per pound says, “Use it freely.” 


OTOGRAPHIC REVIEW 


A SCREAM—Safe-T Cone Co., Chi- 
cago, has secured the rights to the use 


* of the old lyric, “I scream, you scream, 


we all scream for ice cream," and plans 

to use the theme in outdoor posters 

and radio announcements. Here, J. P. 

Carobus, ad manager, shows a poster 

sketch to Bernard Jaffe, director of 
sales. 


INDIVIDUAL—Joseph Martinson & Co. 
has built up a large restaurant business 
from New York to Florida with these 
individual cellophane packages of 
Martinson's coffee containing a 12-cup 
supply. Made by Milprint, Inc., the 
carton shown at the top holds 24 in- 
dividual packages. 


SY OOM hr HOY. 2 cnt br wey 


“TT BLEEDS FOR ACCOUNTS—These six bleed color pages appeared in the Feb. 18 and Feb. 25 issues of Life, a 
one bleed plate providing the background for each, with the exception of the Shefford cheese ad, in which the back- 
is green at the bottom, but on the purplish side at the top. The Meat Institute ad, of course, appears in what has 


‘o be known as “Meat Institute red," while the margarine tint is a deep yellow. Hoover uses brownish black, the 


°, ad background is magenta, and the Deepfreeze approaches royal blue. 


All of the advertisers are clients of Leo 
Burnett Co., Chicago. (Story on Page 34.) 
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OF THE WEEK 
~ NOW IN SERVICE! 


HOURS QUICKER COAST-TO-COAST, LATIN AMERICA, EUROPE, ASIA! 


eed 
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The famous Lockheed Couseliation is flying NOW! Jt is in regular airline service NOW! 
Aireuly Comstelistion: ate croising swiftly Coast-ro-Casst aad 0 the capitals of Latin America, Eusope, Asia, 
No waasport in service toxtay comes ever clusé to matching the Comseflenon's greater speed 
Sreater comfost, preter safety. You'll want to enjoy a tp on this great plane. Make reservations through 


your travel ageat cr call one of the airlines fisted here Do it today! 
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MAKE RESERVATIONS NOW! 
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IN WIDESPREAD CAMPAIGN—Lockheed Aircraft Corp., Burbank, Cal., sells 
"greater speed," “greater comfort" and “greater safety" in its current cam- 
paign, designed to sell transports to airlines by influencing, first, the ticket- 
buyer's choice. The drive, featuring the giant Constellation, is appearing in 
national magazines, key-city newspapers, a long list of aviation magazines and 
publications in the travel field. (Story on Page 52.) 


SEND-OFF—Mrs. Hoyt unwraps a silver platter, which was presented to her 

and Palmer Hoyt, former publisher of the Portland Oregonian, at a testimonial 

dinner in Portland in honor of the new editor and publisher of the Denver Post. 

With the Hoyts, in the picture, are E. C: Sammons, president of the United 

States National Bank, the toastmaster, and Dr. Peter 4. Odegard, president of 
Reed College, principal speaker. 


AD TEACHERS—Cleveland admen, who are instructors in a new advertising 
school co-sponsored by the Cleveland Advertising Club and Cleveland College 
of Western Reserve University, are, left to right: Stanley C. Patno, vice-presi- 
dent, Fuller & Smith & Ross; Elmer L. Weber, ad manager of Glidden Co.; T. M. 
Dickerson, director of the department of business administration, Cleveland 
College; Chester W. Ruth, director of advertising, Republic Steel Corp., and 
club vice-president; John Weiland, ad manager, Standard Oil Co. of Ohio, 
chief instructor of the new course, and Barclay Newall, sales promotion manager 
of Wm. Taylor Son & Co. 
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Home Builders 


Surprise Wyatt, 
Okay Subsidies 


Chicago, Feb. 28.—Housing Ad- 
ministrator Wilson Wyatt, who) 
blasted away with full guns at the) 
building industry this week be- | 
cause of its attack on his mass- | 
production building program, to- 
day won the cooperation from the 
builders that he sought before the 
National Association of Home 
Builders last night. 

The new board of directors, 
after meeting with Mr. Wyatt this 
morning, unanimously endorsed 
Mr. Wyatt’s $600,000,000 materials 
subsidy program, which has been 
the chief stumbling block so far. 
This surprising vote of approval 


came with one string attached— 
a reservation against premium sub- 


sidy to makers of prefabricated|ens Hotel last night, however, he 
houses. ‘tempered his remarks, pleading for 
It had appeared at earlier ses- | cooperation, denying that his pro- 
sions of the association’s annual gram will force the builders to 
{convention here that the govern- | “build themselves out of a mar- 
;ment program and pleas for co-| | ket,” asking for support in elimi- 
|operation would be almost wholly | nating ancient building code re- 
/rejected in the board’s policy for-|strictions and holding out a little 
mulation. Mr. Wyatt, who until |hope for price adjustments, though 
‘this week consistently bubbled|only “here such action will not 
‘with confidence that labor and |cause appreciable increases in con- 
|management elements would rally | struction costs.” 
to the two-year plan for 2,700,000 | 
homes, told reporters Tuesday and | 
Wednesday that “either through) Substantially the same pleas 
malice or unintention” the public) were made at earlier sessions of 
has been fed much misinformation |the association’s convention here 
about the program. this week by FHA’s Commissioner 
|/Raymond Foley and Civilian Pro- 
Final Action Uncertain duction Administrator John Small, 
His earlier optimism seems to|but the builders’ response has not 
have been vindicated. Whether the | been edifying. 
board’s action under its new presi- _ To the pleas by government offi- 
dent, Joseph Meyerhoff of Balti-|cials for cooperation in the Wyatt 
more, will turn the tide in Con- | program have come retorts charg- 
gress in favor of the Wyatt pro-|ing them with socialism, waste, 
gram, as embodied in the Patman and inefficiency. 
and other bills, remains to be| Joseph E. Merrion, before retir- 
seen, however. |ing as president, offered a resolu- 
Before the builders at the Stev- |tion in which the association mem- 


Others Ask Cooperation 


= 


Creators 


of the Nation’s 


finest advertising 


depend on 


bers condemned payment of up to 
$600.600,000 in subsidies to ma- 
terials producers, as provided un- 
der the pending Patman bill, on 
the ground that it will establish 
red tape and disrupt the normal 
functioning of the building ma- 
terials industry. 

Frank W. Cortright, executive 
vice-president, expressed doubt 
that the veteran’s housing need is 
as grave and urgent as President 
Truman and Congress have “de- 
creed,’ and viewed the Wagner- 
Ellender-Taft bill for liberalizing 
loan policies as socialistic and an 
enslavement of the housing indus- 
try. 

Warns Against Delay 


James W. Follin, managing di- 
rector of the Producers’ Council, 
organization of the building ma- 
terials makers, said Mr. Wyatt’s 
program for premium payment 
subsidies to materials manufactur- 
ers “will mean a three-month set- 
back to home building.” He indi- 
cated that price relief through the 
OPA would be sufficient to remove 
existing bottlenecks. 

A special committee on low cost 
housing, in a report issued Mon- 
day, urged that small building 
ompanies try to increase the num- 
ber of units built at a time, and 
estimated at 200-to-300 the num- 
ber of units that can be built at a 
time at highest economy. 

“There will be no immediate 
radical change in the conventional 
types and kinds of materials and 
equipment used in low cost con- 
struction,” the report said. 

The two most hopeful notes 
struck at the meeting were those 
by Andrew J. Higgins, New Or- 
leans shipbuilder, who disclosed 
plans to form Higgins, Inc., to 
succeed Higgins Industries, Inc., 
and produce a new type of prefab- 
ricated building material; and by 
Roland D. Doane, of Borg-Warner 
Corporation’s Ingersoll Steel divi- 
sion, who discussed the Ingersoll 
home utility units displayed at the 
association’s exhibition. 


Higgins Tells Plans 


Mr. Higgins asserted that the 
Thermo-Enamel his proposed com- 
pany will make can be used to re- 
duce house construction costs to 
$4.25 a square foot, or about 20% 
cheaper than a low-cost frame and 
plaster house. He said the ma- 
terial would meet Chicago’s rigid 
building codes. He indicated that 
dealerships have been set up 
throughout the West and are being 
formed east of the Mississippi 
River. The new corporation will 
also continue the Higgins ship- 
building activities. 

Mr. Doane asserted today that 
the new utility unit developed by 
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Ingersoll makes basements ang 
chimneys unnecessary and is gs» 
complete that home buyers wi! no 
longer be obliged to buy acide 
equipment on short-term finance. 
ing. 

Includes Norge Appliance: 


The Ingersoll display, including 
seven models of homes (each o 
which cost $1,500 to make) ang 
several full-scale exhibits of the 
utility unit, covers 8,000 square 
feet of space in the Congress Ho. 
tel. It is generally recognized a; 
the outstanding exhibit here thi 
week among the more than 20) 
exhibits being shown. These ip. 
clude a number of model archi- 
tectural designs by Better Home; 
& Gardens, exhibits by nine pub. 
lications and many product dis- 
plays. 

The Ingersoll unit is a mass- 
produced consolidation of kitchen. 
bath, laundry and heating facili- 
ties. Ingersoll officials hope to ob- 
tain approval by the OPA of a4 
price between $1,200 and $1,300 
for the unit, which includes 4 
Norge refrigerator and _ range, 
bathroom fixtures, steel kitchen 
cabinets, laundry tub and kitchen 
work counters. It is estimated that 
the compact unit will cut plumb- 
ing and related costs by more than 
25%, and officials emphasize that 
the unit will fit into the govern- 
ment’s low-cost housing program, 


CBS Affiliates Ask FCC 


for UHF Video Licenses 

The CBS affiliates advisory 
board, representing 145 independ- 
ently owned stations, has adopted 
a resolution urging the FCC to 
authorize commercial licenses for 
ultra-high frequency stations to 
transmit high-definition color tele- 
vision. 

Passed at the board’s recent 
meeting in New York, the resolu- 
tion further stated that “the public 
should be saved the expense of 
double investment in television re- 
ceiving equipment and the broad- 
casters the burden of double 
losses, both in capital investment 
and operating expenses, in estab- 
lishing two television services. 


Donlan to Fleetfellow 

Esther M. Donlan, formerly in 
the advertising department of 
Jacob Ruppert, Brewer, New York, 
has been named director of ad- 
vertising for Fleetfellow, Inc., New 
York, company recently appointed 
to handle national sales and ad- 
vertising for Diaperwite. Hill Ad- 
vertising, Inc., New York, handles 
the account, 


Advances Durand 

Raymond A. Durand, formerly 
assistant sales manager of Edward 
Valves, Inc., East Chicago, Ind, 
has been advanced to the position 
of sales manager. 
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Milling Giants’ 
Ads to Continue 


(Continued from Page 1) 
Wheat,” and other names will be 
worked out later. 

The advertising transition will 
be gradual, since the regular flour 
prands will probably be available 
to consumers for about 60 days, 
even though their production 
ceased at midnight yesterday. 

In its promotion General Mills 
will constantly remind consumers 
to watch for the return of the 
regular brands as soon as the 
emergency ends, and at the same 
time will stress that its years of 
research enable GM to turn out 
the best possible product under 
the circumstances, Copy will lean 
heavily on the Betty Crocker staff 
and be replete with baking hints. 

Whatever recession in ad bud- 
gets may result will be due, GM 
says, to the “natural” curtailment 
caused by the fact that the price 
of the new flour is lower than that 
of Gold Medal. 


Keeps Trade Names Alive 


Pillsbury has not yet completely 
readied its new copy nor set its 
budget, but copy on Pillsbury’s 
Best and Sno-Sheen will still ap- | 
pear in many cases where adver- 
tising has already been placed. | 
This company also plans to keep 
its standard trademarks before the 
public without letup. 

It will make its first definite 
“emergency” promotion move to- 
morrow on its CBS “Grand Cen- 
tral’ program, which will plug 
the regular products but will 
switch to the Ann Pillsbury Home | 
Service Center here for a four- 
minute talk on the new flour and | 
the reasons for the emergency. 

As previously reported (AA, 
Feb. 11 and 25), both of the giant | 
Minneapolis millers will withdraw | 
their special cake flours entirely, | 
and others throughout the industry | 
are almost certain to follow suit. | 
With the tremendous number of | 
“emergency” brands springing up, 
anew problem facing the industry 
is a serious shortage of sacks. 


Picketing Bears, 
Nylon Mobs Start 
Postcard Protest 


(Continued from Page 1) 
Inc., the inaugural ceremonies 
here Saturday will feature such 
attractions as: 

A pair of trained bears, fea- 
tured in the movie, “Road to 
Utopia,” who will picket Mr. Feld- 
man’s store with signs reading 
“Bare Legs for Bears Only.” 

Full-page ads in local papers 
urging women to come to protest 
the hosiery shortage. 

A throng of women, some seek- 
ing part of the aforementioned 
stock of nylons, others protesting 
the hosiery shortage. 

A Paramount Pictures newsreel 
crew to photograph the proceed- 
ings for the edification and en- 


lightenment of the nation’s movie- | 


goers. 

Mr. Feldman first urged the 
postcard campaign on the hosiery 
industry in a full-page ad in Knit 
Goods Weekly Feb. 18. 

With the end of yarn allocations, 
Mr. Feldman told AA, rayon man- 
ufacturers virtually ceased supply- 
ing material for stockings, and du 
Pont concentrated most of its sup- 
plies of nylon in other markets. 
The result has been, he said, that 


|a 58,000,000 dozen prewar produc- 


ition will be reduced to 40,000,000 
dozen in 1946, while increased de- 
mand has brought the market up 
to approximately 65,000,000 dozen. 


The only solution to the hosiery | 
/problem, Mr. Feldman feels, 


is a 
seeking Con- 
“The industry is 


consumer protest 
gressional action. 


|now virtually at the mercy of one 


producer—du Pont,” he said. “Al- 
locations to hosiery manufacturers 
to meet the demand are the only 
‘solution for retailers and industry 
alike.” 


Mason Elected Head 
of Auto Makers’ Group 


George W. Mason, president of | 
Nash Kelvinator Corporation, has | 


been elected president of the Auto- 
mobile Manufacturers Association, 


|succeeding Alvan Macauley, chair- 


‘man, Packard Motor Car Com- 


Sells at $3,995 


The price of Republic Aviation’s 
Seabee plane was quoted in the 
Feb. 18 AA at $8,995, through a 
typographical error. The correct 
price is $3,995. 


pany, who resigned after serving 
as head of the association for 18 
years. 

Mr. Mason has been treasurer 
of AMA and is succeeded in that 
post by George Christopher, Pack- 
ard president. George Romney 
was reelected general manager. 


Chief Engineer 


Life Insurance 


LIKE most engineers, I’m con- 
stantly on the lookout for ideas to 
modernize or increase the output 
of our power and heating boilers. 
Since the time available for read- 
ing ads is limited, | am most in- 
terested in those which do not 
beat around the bush. 

The boiler messages that make 
a hit with me: 1. Name the ap- 


plications to which the boiler ts 
best suited; 2. Give specific data 
on steam capacity under normal 
and emergency loads; 3. Show 
diagrams indicating the gas and 
water travel through the boiler; 
4. Tell how the unit will fit re- 
stricted space requirements and 
save erection time; 5. Describe its 
maintenance-saving features. 


Ask For Latest Field-Call Bulletin—"W here engineers need help” 


"Mr. Varner—who super- 
vises the power services 
and requirements of many 
Penn Mutual owned prop- 
erties —is one of 20,000 
consequential readers of 
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the agency. 


invention, the Filtertone. 


| Lightfoot Company, New York. 


|methods of the future,” 


Advertising, New York. 


American Home Products. 
manager. 


announcements on over 200 stations. 


Last Minute News Flashes 


Colgate Starts Drive for Veto Deodorant 

Jersey City, March 1.—Colgate-Palmolive-Peet Company this week ‘not listening” fact. 
is launching first national advertising for Veto deodorant, using a long 
list of newspapers, with ‘color ads in comic sections, as well as spot) ganization and Cooperative Analy- 
is| sis of Broadcasting until now have 


Ted Bates, Inc., New York, 


Emerson Radio Enters Hearing Aid Field 

New York, March 1.—Emerson Radio & Phonograph Corporation ered 
entered the hearing aid field with a $100 instrument featuring a new | -and CAB have found a wide dif- 
Distribution now is limited to about 25) ference between the amount of 
dealers in New York, Philadelphia and New England, but will be ex-| rural and urban audiences for cer- 
| panded nationally, along with newspaper advertising, through Warren | tain programs. 


Audio-Devices Promotes /ucliodiscs 
New York, March 1.—Audio-Devices, Inc., is using 1,000-line ads in| and an urban rating of only 14.5. 

the Chicago Tribune, New York Times and Wall Street Journal, and) 

_ double spreads in six business papers to explain ‘ 


Boyle-Midway Ad Posi io james \/. Rayen 

New York, March 1.—James W. Rayen, formerly assistant adver- 
tising manager of H. J. Heinz Company, has been appointed director | the board 
of advertising and merchandising of Boyle-Midway, Inc., 
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before, It also reduces the pos- 
sibility of stations being tuned in 
but not listened to, because the 
| listener is expected to indicate the 


Indices of both the Hooper or- 


|been based on interviews with 
\families in telephone homes in 
urban centers. 

Special studies by both Hooper 


In a study five 
| years ago, for example, CAB gave 
‘a rural rating of 21.9 to National 
Barn Dance of Miles Laboratories, 


, ‘sound- recording | ‘Newspaper Network 
and to promote the merits of Audiodiscs, both 


instantaneous and master, which the company makes. Agency is Hill Names Biggers Director 


George C. Biggers, general man- 
ager of the Atlanta Journal, was 
/elected a director of the American 
Newspaper Advertising Network 

the second meeting of 
of directors, held Feb. 27 


division of | |in New York. Newspapers com- 
Clinton Drinkuth continues as advertising | 


prising the New England regional 
group approved at this meeting in- 
clude the Boston Globe, Boston 


Hooper Will Study 
Audience Trends 
of Whole Nation 


To Check 7,500 Fami- 
lies by Coincidental 
and 'Diary' Methods 


New York, Feb. 28.—First plans 
for “National Hooperatings” of 
radio audiences, to give national 
advertisers audience data project- 
able to all the nation’s 35,000,000 
homes, were outlined to ADVER- 
TISING AGE today by C. E. Hooper, 
Inc. 

The new study, employing a 
sample of 7,500 families in cities 
and towns of all sizes and in rural 
areas, will be based on the com- 
bined use of the telephone coin- 
cidental and “diary” methods of 
obtaining information. Field work 
on it probably will start next fall. 

Mr. Hooper emphasized that it 
“does not substitute for nor com- 
pete with network ‘Hooperatings’ ” 
in 32 four-network cities, which 
|are designed to rate talent popu- 
| larity. 


Will Serve as Control 


The coincidental method will be 
employed, he said, to establish the 
audience size in the 32 cities, and 
the diaries will establish differ- 
ences between the 32 cities and 
the national audience. 

If, for example a is the net- 
work Hooperating in 32 cities, b 
the 32-city Diary Index and y the 
National Diary Index, the formula 
is a divided by b equals x divided 
by y. Thus a program broadcast on 
60 stations which has a network 
Hooperating of 10, a 32-city Diary 
Index of 15 and a National Diary 
Index of 5, would have a national 
rating of 3.3. 

The same program broadcast on 
| 120 stations would continue to 
|/have a network Hooperating of 10 
and 32-city Diary Index of 15, 
but its National Diary Index 
would be twice as great as when 
broadcast on 60 stations, or 10, 
and its national rating would rise 
ito 6.6, 


Frequency Not Decided 


Mr. Hooper pointed out that this | 
will be the first attempt to meas- | 
|/ure program audiences nationally. | 


'The Broadcast Measurement Bu- 
reau, recently launched, will be 
concerned with station circulation, 
and is comparable with the Audit 
|Bureau of Circulations in printed | 
| media. 

The frequency 
| Hooperating studies may be once 


of the National | 


will be determined, 


have been developed. 


CBS, working with Gordon Buck, | 


six months. 


and off. 
This method, Mr. Hooper said, 
removes objections to the “recall’ 


a year, but this and other factors 
in coopera- 
tion with advertisers and agencies, 
after findings in the first study 


The week-long diary method | 
was initiated and developed by|Times - Picayune, 


method, under which listeners are 
asked, the next day, which pro- 
grams they listened to the night 


Herald - Traveler, Worcester Tele- 
gram-Gazette and Post, Hartford 
Courant, New Haven Register and 
Providence Bulletin. 

Approved as a regiOnal group 
for the Southeast were the Atlanta 
| Journal, Norfolk Ledger-Dispatch, 
Charlotte Observer, New Orleans 


Birmingham 
News and Age-Herald and Chat- 


who now heads the Hooper diary | tanooga News-Free Press. 
division. Hooper has tested it in| 
several urban and rural areas for 
Under this method 
the listener records time of dial-| 
ing, on a form provided by Hooper, 
the times and stations tuned on 


Maxson Food Systems 
to Pick New Agency 


Maxson Food Systems, Inc., sub- 
sidiary of W. L. Maxson Corpora- 
tion, New York, is expected to 
;announce its advertising agency 
within the next month. The com- 
;/pany makes pre-cooked frozen 
foods, 

Dudley Rollinson Company, New 
York, is not now connected with 
the account. 


IN YOUR PLANS 


Include The ' 


If you are an advertiser who 
you have a new experience co 
schedule. . 


interest to local readers. 


MORE DIRECT R 


Your advertisement appears 
guides by local shoppers. 


he knows and believes in. 


FOR THE NEW YEAR 


DAILY NEWSPAPERS of the 
MICHIGAN LEAGUE 


COVERING 21 LOWER PENINSULA CITIES 
AND THEIR TRADING AREAS 


. Here are some of the advantages you will find— 


GREATER ATTENTION VALUE 


Not too many pages and every one filled with live news of 


CLOSER DEALER COOPERATION 


He'll work with you because you are using the medium that 


OF HOME DAILIES 


"Grass Roots" 


has overlooked this rich market, 
ming when you release your first 


EADER RESPONSE 


among others used as buying 


CHIGAN LEAGUE 


Represented by— 


SCHEERER & CO. 
35 East Wacker Drive, Chicago 1 


441 Lexington Ave., New York 17 
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Berore 1900 when yellow fever struck a city, terror 
struck with it because no one knew its cause! The only 
known protection was escape to the country, where 
contagion seemed to be less. 


Boston, New York, Baltimore, Charleston, Memphis, 
Galveston and New Orleans all suffered. In New Orleans, 
4,056 people were killed in a few weeks as late as 1878. But 
in Philadelphia, the capital of the United States in 1793, the 
terror was the worst of all. One out of every seven people is 
estimated to have died... 


In New York City today, under conditions which existed in 
1793, that would mean that over a million people could die 
of yellow fever in a few weeks, 


What stands between us today and such a catastrophe? 


The reading of one man, Dr. Walter Reed, who, in 1900 
—46 years ago—sat down to absorb every word that had 
ever been written about yellow fever. 


He was in Cuba as the head of a U. S. Army Commission 
to study yellow fever . . .While others on the same assign- 
ment played cards, he read . . .While others, as his biog- 
rapher says, were “amusing themselves,” he lighted his 
lonely lamp at dusk and read on. . . 


Suddenly, in a little-known paper by Dr. Carlos Finlay of 
Havana, he found his clue. There, on the printed page, he re- 
discovered a discredited theory that the MOSQUITO is 
the carrier! 

By December, 1900, Major Reed had proved what was, 
with Finlay, only a theory . . . Fourteen courageous volun- 


SSA 


+ eSN 


"The alarm and demoralization of the people 


teers, bitten by infected mosquitoes, contracted the dread 
“Yellow Jack”. . . Reed wrote to his wife: 


“I could shout for joy that Heaven has permitted me to establish 
this wonderful way of propagating Yellow Fever.” 


The terror that struck at cities met its master! A young 
man’s reading led him to a discovery that has saved the lives 
of millions. The great Walter Reed army hospital in Wash- 
ington, named in his honor, stands as a lasting tribute to 
his medical achievements. 


Reading ... Key to Achievement 


When he was six, Reed could_read Latin . ..When he was seventeen he 
graduated with the degree of M.D. from the University of Virginia. All 
his life he was an omnivorous reader in the field of medicine. For him, 
as for thousands of history’s great, reading blazed the trail to success 
and fame. For it is the impression value of what one reads that registers 
indelibly and is retained forever—to inform, inspire. 


HE 


Greatest 
Circulation 


in the World 
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of Philadelphia were extreme; families were broken up or entirely swept away... Coffins were stacked 
at the City Hall ready for use; servants and even children were abandoned . . ." (from an account of the yellow fever epidemic in 1793) 


READING helped him to 
onguer the YELLOW TERROR 


Just as, through reading, Walter Reed solved one of medicine’s greatest 
“mysteries, so, through The American Weekly, millions of readers today 
keep in touch with the latest discoveries of medical science. 


In recent issues, ‘Trailing the Vitamin Murderers” has reported on 
the existence of anti-vitamins which can cancel out the good work of 
health-giving vitamins . . . ““War-Sickened Civilians—Psychiatry’s Great 
Problem,” has shown why the country’s 3,500 psychiatrists cannot hope 
to do the job which calls for 30,000 trained doctors-of-the-mind. And 
on page after page The American Weekly presents in word and picture, 
fascinating true stories of human endeavor and human heartache 
love, conflict and tragedy ... research .. . exploration . . . art and history. 


So clear and accurate are these articles, that many are used in the 
schools and colleges throughout the nation. 


In more than 8,000,060 homes—the largest single reading group in 
the world—The American Weekly is welcomed every week . . . Is read 
and remembered. 


The manufacturer who associates his product or his company’s name with such 
an influence is tying in with the greatest known force in advertising. 


MERICAN 


BRANCH OFFICES 5 Winthrop Sq., Boston 10 + 
Hanna Bidg., Cleveland 15 + General Motors Bidg., Detrons 2 + Edtson Bldg., Los Angeles 13 + Hearst Bidz, San Pramcesco 3 


\\/EEKLY 


L } MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


Arcade Bide., St. Louis 1 + Hearst Bldg., Chuago 6 + 101 Marretta St., Atlanta 3 
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